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Made only by The international Silver Company, U.S.A 


DeepSilver is no gimmick. It is the best quality, the strongest advertising and the most 
exclusive distribution set-up ever put behind a silverplate line. Its appeal is aimed at the 
middle-millions who want something better than conventional plate or stainless—but who 
can't afford sterling. DeepSilver is a genuine opportunity for selected retailers to bring new 
profit and prestige to their silverware departments. 
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Beaney qo § Piamonds 


Right in the heart of the European market we 
have our own offices constantly combing 

the markets to bring you the best values 

in fancy cut diamonds availabie. That is 

why hard to find diamonds are always in 
stock at William Levine with prices that 

defy competition. Marquises, emerald 

cuts, pear shapes, triangular cuts and / 
heart shapes...alil colors every quality : 
in the sizes you want, to be shipped : 


to you on memo at once. 





William Levine Company 
IMPORTERS AND CUTTERS OF FINE DIAMONDS 


29 East Madison Street ° Phone CEntral 6-3700 . Chicago 2, Illinois 
Branch Offices: New York ° Antwerp 
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THE COVER 


The bridal market is on the upswing. 
lt is growing, and three vital facts 
make its continued growth inevitable: 
the number of marriages in the 
United States is rising, these mar- 
riages are spread more evenly over 
the entire year, and more people than 
ever before can afford to buy the 
fine merchandise in your store. These 
developments are all-important to 
the retail jeweler, as well as to the 
overall economy. For a view of this 
rising bridal market and how you can 
capitalize on this potential, turn to 
the series of articles beginning on 
page 54. 
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A short case-history of Duet Custom 
Set which you should profit by. 


apprehensive 
Albert 





* 


Choosing the Duet Custom Set style was no problem for him and Alice, but now each 










time the jeweler slips a larger diamond into the mounting his heart sinks in the same 
proportion. But don’t fret, dear reader. The dealer's profits will be in fair balance with 


the couple's happiness at owning a fine engagement and wedding ring set. 


Gout Coslon Yt " the diamond-saver ring 


@ SET CENTER STONES in seconds WITHOUT PREVIOUS EXPERIENCE. 

@® MAKE ON-THE-SPOT REMOUNT SALES. 

© SHOW A LARGER SELECTION OF STYLES and at the same time SAVE EXPENSIVE 
DIAMOND INVENTORIES. 







Write today for full particulars and the name of your nearest distribytor. 


USHMMER & PINES, INC. 15 West 47th Street, New York 36, N. Y. * Pat Pend. 
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* ADJUSTABLE LINK BAND A dependable, adjustable-length link for men’s 


bands, precision engineered to the well known 


Foster quality standard. 
WNalililse fe, 
* PROFIT OVER-RIDE The Foster men’s line now has an extra margin of 


profit for retailers, although holding to a quality 


superior to anything in the trade. 
\\\ ils / / [i / 
* TESTED STYLES Many new fashion features field tested for con- 


sumer approval... a great step forward in hi-style 


jewelry merchandising. 
whalibibel(/77 
* ‘ng RETU RNS”’ QUALITY Foster's dependable quality—an industry wide rep- 


utation—enables retailers to sell with conviction 
. saves costly and exasperating returns. 
Auli le/s /, 
* HOT PROMOTION Brilliant packaging plus dramatic and ingenious 
merchandising helps make selling simple. 


— 














Why you should demand to see 


FOSTER METAL PRODUCTS, INC. 
Attleboro, Mass. 


Also; 657 Mission St., San Francisco 5, California 
.» » 29 Cast Madison St., Chicago 2, Illinois 
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“WONDERFUL!” 


say manufacturers, wholesalers, retailers and their customers! 


KARLAN & BLEICHER'S new 
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diamond settings 




















This 
size , 
center.... _, «+ looks like 


this diamond 


Patent Pending 














Creators, Designers and Manufacturers of ‘Perfect Ring Findings” 


RARLAN & BEGICHIER, INC 


Com» NY 136 W.52nd ST., NEW YORK 19, N. Y. 
GD OFFICES IN CHICAGO AND LOS ANGELES O@ 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 





why do you 


want to be 


Gibraltar Pearls? 





GIBRALTAR CULTURED PEARLS are 
always happy and secure—-certain they satisfy every buyer! 

Kach pearl is important . .. selected, graded and judged by experts! 
But, best of all I'd have lots and lots of company! GIBRALTAR has 


the largest selection of cultured pearls... all sizes, qualities, colors, weights! 


W hat recognition, too! GIBRALTAR is a recognized expert in 


Cultured Pearls. I know TIl be in the very best company! 


If you want a complete and happy selection of Cultured 
Pearls . . . discharge your psychiatrist-—Consult your Man from 


Gibraltar now' 


David N. Bosworth—Your Analyst. 


Complete Memo Selection sent immediately upon request, 


DIRECT IMPORTERS OFP FINE CULTURED PEARLS 


GIBRALTAR 
/radiug Company 


46 WEST 46th STREBCT ec NEW YORK SEB, N. Y. 
JUdeon 6-4393S5 -« CABLE ADDRESS GiBRALINT 
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you need the BAKER 





CONTEMPORARY NEEDLEPOINT OF CHARLES | OF ENGLAND BY ONE OF HIS ADMIRERS 


NEEDLEPOINT 





In jewelry design, as in tapestries, attention to detail makes the difference. 
That’s why BAKER NEEDLEPOINT Settings are a must when you want 
to build up even the smallest gem to the fullest extent of its 
potential beauty. For new splendor in designs to set your creations apart from 


the rest of the field, and to make every point count, specify BAKER SETTINGS 
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only... profit from practical fashion innovations... traditional craftsmanship at its finest, 
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The complete BAKER line of fine settings is die-struck in 
ium-Platinum, Jewelry Palladium and Gold, 


113 Astor Street, Newark 5, New Jersey 


LOS ANGELES 


7 

















AUST LET Tht LI 


INSTANT IDENTIFICATION! 


]./ NyaHemark or name identifies manufacturer 
2'/ Size of movement the part fits in lignes 

3./ Caliber reference number 

4./ Name of part 


S, Official parts number from the Official Catalogue of 
Swiss Watch Repair Parts and Official Dictionary 
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and you are assured... of genuine 
Swiss watch parts... right materials. . . 
exact dimensions... perfect fit... 
better service for your customers! 


Do you want your Watch Service Department volume increased? Faster, 


smoother handling of watch repairs? More satisfied customers? 


The official packages of genuine Swiss Watch Repair Parts can help you 
gain these goals. Streamline your Watch Service Department to this com- 
plete watch parts package from The Watchmakers of Switzerland and you 


can do more repair work for extra profits! 


Take a typical example—a customer’s watch needs a new balance staff or 
any other part. A quick check in the Official Swiss Watch Repair Parts 
Catalogue (soon available in one complete volume) or the Official Dic- 


tionary identifies the exact part needed and its official number. 


Your watch part order is speeded up by this universal, standardized 


method of ordering, by modern, practical packaging, instant classification. 


This way, the customer’s watch is repaired quickly. No expensive grinding 
or alteration is required. You have completed the job—from inspection through 
ordering and repairing—in much less time. What’s more, if there’s a need 
to re-order the same part again, all you do is send the package lid to your 


material distributor! 


Practically all parts for the most popular Swiss jeweled-lever movements 


are packaged in this way. Your distributor has full information about them. 





The WATCHMAKERS : OF SWITZERLAND 


ror May, 1956 
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FLASH! Operation Cherub proved so 


successful in 1955 that the industry- 
wide Christmas promotion will be 
repeated again this year—bigger and 





better than last year—exclusively in 





The Saturday Evening Post. 


On March 23 the Executive Committee of the Jewebry 


Industry Council announced plans to repeat Operation 


Cherub in 1956, spearheaded by a special advertising 


section in the Dec. 1 Post. Last year’s promotion, the 


first of its kind, included 21 advertisers and 3,026 retail 


stores. More than nine out of every ten jewelers sur- 


veyed said they wanted to repeat Operation Cherub, and 


more than nine out of ten said they wanted to use The 


Saturday Evening Post again. The Advertising Com- 


mittee voted to concentrate Operation Cherub in the 


Post, the ideal medium for such a program. The Post 


not only reaches millions and millions of high-income 


families — but reaches them in a special way. They 


spend more time with it and have more confidence in 


the products they meet there. So plan now to tie in with 


Operation Cherub in 1956, 





Contact Jesse Ballew, Retail Merchandising Division, Th 
Saturday Evening Post, Philadelphia, Pennsylvania, or the 
jewelry Industry Council, 608 Fifth Avenue, New Yor! 
N. Y., for additional information on Operation Cherub 1956 
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heart of America 


Leave it to RONSON to spark the 
HOTTEST lighter deal you've ever had! 


3 a 
SEE ROSEN ee ree 
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4 Ronson ESSEX 


9 Ronson CAPRI 


27276 
$9.95 


FREE! 


RICH AND ELEGANT 
LIGHTER DISPLAY 

in red, gold and black... 
to dramatically present the 


FREE! 


1 Ronson “CAPRI”, 27318 
(one of the most popular 
Capri models... 

retailing at $8.95!) 





= pao ee AR Re: 


ie ae 


50873 
$12.50 (plus tax) 





27873 
$12.50 (plus tax) 


“Essex” and “Capri” 
Lighters with their exclusive 
“Swivel-Base” feature 


F ree tie-in mats and window streamers! 





The Big EC-10 deal: 


You get 9 new Ronson “Essex” and 

“Capri” Lighters at your regular cost. 
Retail value  $ 93.30 

You get 1 new Ronson “Capri” FREE! 

Retail value. $ 8.95 
Total retail value .. $102.25 
$ 55.98 
$46.27 





The cost of this deal to you 
You make a profit of 45% or 
(Plus! Free DeLuxe Display! ) 


Ronson Corporation, Newerk 27, N. J. 


Here’s a deal with a difference! No out-of- 
date, out-of-stock lighters! Only fresh, new, 
red-hot merchandise ...the fastest-moving, 
best-selling pocket lighters in the Ronson line: 
the handsome Ronson Essex and the elegant 
Ronson Capri! And both feature the famous 
and exclusive Ronson “Swivel-Base” for the 
fastest and easiest fueling in the world! 


ORDER the EC-10 Deal NOW! 


ON S () N Maker of the world’s greatest lighters and electric shavers 
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COAST-TO- COAST 
REPRESENTATION 


SHOWROOMS 


\ CHICAGO—Merchandise Mart 
NEW YORK~225 Fifth Avenue 
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From Lefton’s fantasyland come 
these thrifty little pigs decked in a 
. myriad of flowers, ribbons and gay 
: | colors. (You'll especially love the 
9467 | , appealing little polka-pimpled pork- 



























ers). But why not order an assort- 
ment—its so hard to choose between 


No. 9467. Polka-pimpled in pink or 
| | eh A them. 


| white. 6” high.$!8.00 doz. 

No. 9635 Same as above-4” high. 
$6.00 doz. 

No. 1037 Set with rhinestones and 
ius raised flowers}; 3” high, 

$27.00 doz. 

No. 8769 Same as above without 
rhinestones. $12.00 doz 

No. 9898 White with roses and 
ribbon bow. 4”. high 

f $12.00 doz 

No. 9943 Pink with raised tlowers., 
21/5” hig $4.00 doz 





8769 


WRITE FOR 
OUR COMPLETE 


CATALOG 





4 | 9944 


GEO. ZOLTAN LEFTON, Imports 


9898 





All imports are shipped: . | NEW YORK SHOWROOMS MAIN OFFICE and SHOWROOMS 
F.O.B. Geo. Z. Lefton, Chicago Warehouse or Suite 1129 1550 Merchandise Mart 


F.O.B. Lefton-Pacific Inc., Los Angeles Warehouse 225 Fifth Avenue Chicago 54, Illinois 

















One of the most vivid, hard-selling 
disolays in merchandising history 


the new Zippo PROFIT PANE! 





The most striking Profit Panel in Zippo history 
TO BOOST YOUR FATHER’S DAY SALES! 


PLUS A GREAT FULL-COLOR ADVERTISING CAMPAIGN THAT 
PRE-SELLS 42,989,970 PEOPLE ON THE IDEA OF GIVING ZIPPO! 


Zippo is working with you, and for you, this Father's Day 
as never before! Study the beautiful, vivid, striking new Zippo 
PROFIT PANEL shown here! pong 
Look at the big magazines where Zippo FULL-PAGE, FULL- a a se 
COLOR advertising will reach out and give that “buying nudge” od ip ae wa 
to customers! a 
It's a one-two punch that means sales! Not only for Father's 
Day, but for the June Graduation gifts to come! Order the new 


Zippo PROFIT PANEL now! 


Here are the magazines where Zippo ads will 


work for you~reaching 42,989,970 people! 


® 


WITH THE FAMOUS ZIPPO GUARANTEE 


Z1PPO MANUT ACTURING COMPANY BRADFORD, FA in Canade Zippe Manutecturing Co. Canada Lid, Niagara falls, Ont. Genuine Zippo Fivid and Flints make all lighters work better! 
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25 West 47th St. © Phone JUDSON 2-3095 © WNew York 19, N. Y. 





Settings » Shanks 


GOLD-PLATINUM- PALLADIUM 
GEES, gy sTbey 
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KARAT © REFINERS & SMELTERS , _ JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


For Best Results Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 
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4 loiter, makes NEWS 
to make new SALES for you" — 





Notice this portion of the Hamilton advertisement 
on the opposite page. Emphasis on you — the jeweler 
is included in all Hamilton advertising. 


The handsome Spring Gift Promotion advertisement at right is 
designed to tell your prospects that there’s big news in watches, and that 


Hamilton is making it! 


That’s half the job. The other half is to make these prospects into 


customers for jewelers. Hamilton does this for you consistently! 


The 29,000,000 men and women who read Collier’s, This Week, 
Parade, Family Weekly and the other leading Sunday supplements will 
see this powerful advertisement. Many of them are wearing the same 
watches they've worn for years. Be sure you’re ready when they come in 


to see your new Hamiltons. Check your Hamilton stock today! 


Hamilton is the national watch brand you, as a jeweler, can 
promote with the knowledge that you will reap the rewards. Write 
to Hamilton for help in tying-in with the big Spring Gift Promotion. 


HAMILTON WATCH COMPANY 


LANCASTER - PENNSYLVANIA 
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Someone you love wants a watch this Springtime / 


Give a Hamilton with the NEW crisper, cleaner design 


Look at what's happening in watch fashions! These new Hamiltons 


are setting trends with clean-cut, slimmer contours. Cases are perfectly 
proportioned. Dials are handsome and easy to read. Deft designing 
blends case, strap or bracelet into one harmonious piece of fine jewelry. 
When you choose a gift for the wedding, anniversary, birthday or 
graduation of someone you love, give a Hamilton—the newest and 
finest watch you can buy. See your Hamilton Jeweler now! 


HAMILTON WATCH COMPANY. LANCASTER, PENNSYLVANIA 


A. 4-404 Sell-winding, shock-resistant, weterprecf®® 10% goid-(iled case With strap, $95. With bracelet, $100 8. TRENT 10% yottow guid fied case, stsinions sles! back Shock resistant With strep, $75 With brecetet, $06 


C. GALLANT Yellow case, stsiniess-stes! beck. Shock-resistant. With strap, $49 50. With bracetet, $55. D, ARDEN® 14% yoliow or white gold case With cord. $100 £, SPLENDOR M4? diamonds vet in 14% white gold cone. Wh cord F128 


F. VENITA® |00 yeltow or white gotd filed case. stainiess -stee! back With cord $65 With bracelet, 166 50 6. RHONDA® \0% yellow of white guid filed case With cord 6/27 WH bracetet 5/9 0 Prices include Federal tos 


*Five- Feature models: #% jewels, shock-resiatant, fully adjusted, anti-magnetic, lifetime maimepring © 4 Provided original seal ia restored Uf opened for coretce 





THIS MODERN JEWELRY STORE obtains complete departmental 
sales information with a National System. 


mn. Mm. 1. REED, Owner, tells below 
how his National System saves 
money and increases efficiency. 


THIG NATIONAL CASH REGISTER eliminated several sources of losses at M. J. Reed Jewelers. 


“Our Zalional System 
saves us*2,000 yearly... 


pays for itself every 12 months!” 


—M. J. Reed Jewelers, Champaign, Ul. 


“We needed better control,” writes 
Mr. Reed, ‘‘over department sales and 
audits of our sales and excise taxes. 
That's why we installed a modern 
National System. Now we know the 
volume of business in each of our de- 
partments, information our former 
bookkeeping methods never gave us. 
Separating our sales and excise tax 
used to be a slow, costly 2-day job at 
the end of each month. Now we secure 
this information daily, in a matter of 
minutes, with our National System. 

‘'We also find that the National list- 


ing feature eliminates errors in addi- 
tion, especially during rush periods 
when we have extra salespeople. With 
our former method it was easy to for- 
get charges, but since our National 
controls all charges the same as cash, 
we feel this problem is solved. 

“Our modern National System is 
certainly the best investment we ever 
made. We save many hours of book- 
keeping, and even more important, 
we save $2,000 yearly at a conserva- 
tive estimate. This means the system 
pays for itself every 12 months!”’ 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES 


IN 94 COUNTRIES 


Mr. Reed’s story can be yours. You, 
too, can benefit from the time-and- 
money-saving advantages of a 
National System in your jewelry store. 
Call your nearby National representa- 
tive today. His number is in the yellow 
pages of your phone book. 


STRADE MARK AEG VY & PAT OFF 





























Here’s the P U L L 
that gets you ; 
real Gold Filled Quality \ 


A specialist for every operation . . . that’s the setup in 

General Plate’s volume manufacturing plant. It means added skill 
and added interest in modern technological advances. 

In the long run it delivers the uniform high quality that 

banishes delays and wasted labor in later forming, assembling, 
and finishing operations. Why not try General Plate 

for your next order? See for yourself why important users of Gold Filled 


and Rolled Gold Plate stick to General Plate year in and year out. 








METALS & CONTROLS CORPORATION 
GENERAL PLATE DIVISION 






Leek for the Mark OFFICES: ATTLEBORO + NEW YORK 


GOLD FILLED 
This governmen ! rk CHICAGO a Los ANGELES 
i@ 


t prescribe’ me 
may read 12 or 14 Karat Gold Filled 
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WRIST WATCH HISTORY sTOP IN 1955 PRECISION CONTESTS 


OMEGA TAKES ALL FIRST PLACINGS FOR wRIiST 
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First Places aft 
and Geneva 


FOR THE FIRST TIME, a wrist chronometer has triumphed the very same 
year at both of the celebrated precision timing contests—the Geneva and 
Neuchatel Observatory Competitions. 








Omega, long distinguished for its leadership in accuracy awards, has done it! 


The Cablegram, reproduced here, recently brought the first news of this 
unprecedented feat. Later dispatches filled in the exciting details. 


In 1955, Omega swept all competition before it, winning first 
and second places in the 30 mm, Chronometer Class at both 


Geneva and Neuchatel. 





In addition, Omega was awarded first place in the special 


GENEVA OBSERVATORY 


titieats inital ctntes dei tien prize competition for the best series of chronometers—at 


won the coveted Geneva 


accuracy award. hoth Ne uchatel and ‘Oy, weva, 


Simultaneously, Omega established a new precision timing 
record at Neuchatel—4.4 points, the closest any wristwatch 
chronometer has ever come to the theoretical maximum of 


cero. Until now, the professional world considered such a 





degree of accuracy virtually impossible for a wrist chro- 





yometer. 


NEUCHATEL OBSERVATORY 

In 1948 and 1949, as well 

as 1955, Omega outclassed 

all othe competitol at 

this famou observatory. var , . . ; , , 
This breathtaking achievement climaxed a thrilling year in which 
Omega was granted, for the fifth successive time, the unparalleled 

pp honor and responsibility of timing the Olympics! 


Here is irresistible proof that Omewa is the very finest watch 
discriminating men and women can buy. This new chapter in 


Omeyga’s tradition of triumph is the watch world’s own affirma- 





tion of Omega supremacy! 


OLYMPIC CROSS 


The Official Watch of the 
Olympic Games for 25 
years, Omewa is the only 
watch to be awarded the 
Olympic Croas of Merit. 








THE 7 hoe eh a TAE WORL D HAS LEARNED ; © fe ers se 





vor May, 1956 19 


she 
TRIFAR! 


Ballou’s “bullet” catch #45B, pin stem #42 with back stop, and hand riveted ball joint #42B. Design Copyright by TRIFARI 
Quality Findings 
H elp Fewelry Cales 


Letters from customers all over the world arrive at 
this office stating, with gratifying frequency, the belief 
FINDINGS that Ballou quality findings help sell their quality 
The Foundation of Good Jewelry jewelry, besides reducing spoilage in production. 


B. A. BALLOU & CO. INC., 61 PECK STREET, PROVIDENCE 2, R. }. 
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806800 $7.00 
1 20-12 Kt. Gold Filled Trim fvyeliow or white) 
with Stainiess Steel Lining 





Va OODAE: 








: 826711.-.1/20-12 Kt. Gold Filled: Trim (Yellow or Pink) with Staimless Steel Lining $11.70 
The KOMFIT Standard “ee | : i 
82K711.1.°10-14 Kt, Gold Filled Trim (Yellow only) with Stainieds Steel Lining $16.20 
Vo” wid 
, 82T711—All Stainiess Steel $7.00 82A108.-All 14 Kt. Goid $144.00 







rT. Stainieas Streal 


F..1/20-12 Kt. Gold Filled 


New Lames Sport Komfit 
n all stainiess steel 


j 
- or 1/20th 127Kt. Gold Filled 
Zs 8OF874 YW Vo" end lug... $9.00 
SOF87S Y-W ring end $3.00 
S0T874 \” end ive $6.00 
SOTS75 ring end $6.00 











The KOMFIT Grand ss” wide 














826601.) 20-12? Kt. Gold Filled Trim 
The KOMFIT Sportsman (Yellow or Pink) with Stain- 
lesa Steel Lintng $14.00 
827963--All Stainless Steel $6.50 627801 All Stainless Stee! $7.80 
82G6663...with 120-12 Kt. Gold Filled 
Trim (Yellow only) $9.50 
aveee eee eee ee eeeee EVV SU ee hee wes pio 
72° eS ATTA oo os O% 05 OF 05 8 om Oe & oe T - 
= 0 = ss sss epee Seen errbtepeereehHeehe eee why 
e*eevwewerweesf 2 IAF A GG a ee ow 
*“seeeaeeeeeee ee ht ROR e PR eRe Pee eee e 
Ae oF 5 0 8.8 08 att O . - 7 i * ; Agia le HAAN AAA AAT “** 
7," *, vele'ee" EG <A Lo ee . *,’ pid AAA et earera! i : 
+". ee Seeeereescereereves peer rm mee 4, 5 
The KOMEIT Royal 627611 1/20-12 Kt. Gold Filled (Veliow only) i 
* wide O277611-Ali Stainiess Steel, 
811864..Mesh Buckle Bracejet All Stainiess Stee! $6.00 
The RIO 
e0fe27 
1/20-12 K® Gold Filled 
i & patent & (y@liow or white) 
we $9.60 
a 





ALL PRICES KEYSTONE 


¢ 
a . 
The HAVANA 
80F836..1/20-12 Kt. Gold Filled 
(yellow or white $ 











you 
wanted iaxy.1\) 


a t * 
New Ideas—in watch design, in In March, we showed you the 
watch advertising, in watch now-famous watch and billfold 
merchandising. That's what combination. You instantly 
iewelers everywhere wanted t recognized it as a brand-new 
e. So last January, in thi packaging idea... realized 
very magazine, we said it had grand new sales 


expect the unexpected from potential. Your enthusiasm 


Gruen.’ Then. we went to work and orders cheered us. 
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GRUEN 


THE 
NEWEST LOOK 
IN 





First results are now in. And frankly, 
we're overwhelmed. In store after 
store... area after area... sales 
have been simply sensational. 
Naturally, it means money in your 
cash register—and ours. But more 





important to us, it means acceptance 
of new ideas. It gives us the 
“green light” to go ahead with 
even more daring departures from From the 
the ordinary. It means the | new-idea pacesetter 
Newest Look In Time will stay : of the watch industry. . . 
new... for a long time to come. | Gruen... 
the Newest Look in Time! 
i *. : THE GRUEN WATCH COMPANY, TIME HILL, CINCINNATI 6, OHIO 


IN EUROPE: GENEVA, SWITZERLAND 
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HAND CARVED 
I~ Wig 
WALLA 


VAICHED WEDDING KING SETS 


for everlasting loveliness 


The touch of beauty that separates Bare! Bridals 
from ordinary wedding rings begins on the 
drawing board of designer Fred Barel, inter 
nationally renowned for his unique creativeness 
From there to craftsmen who interpret and carve 
these designs carefully and painstakingly . by 
hand. Thence to a mirror-finish polish that pre 
serves and accentuates all the beauty and 


originality that is truly the Barel Bridal! 


Ask to see our full line of BAREL BRIDAL Matched 
Vs Aiteleltale Mm dlalet' the first choice of peopie who 
Tehis. directly to ‘dale Retailer desire slael hay relale quality eleleh aa. all else 


by the Manufacturer 
The Barel Trademark 5 is stamped in the 


shank of every ring, assuring you of a Genuine 


Mats available tree upon request 
’ Hand Carved Original 


24-Hour Service on all Special Orders 


SRNE EEE’ COMPANY. INC. . o> srocses seroct © ew vorn 30 
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Wi ce ae! 












HAPPENING 
TO YOUR 
= NN OWATCH 
BUSINESS? 














ecause ZODIAC is vitally concerned with 
you maintain a healthy sales volume at an honest 
profit, we offer you a... 







— 


2 


Niinnesii 
COOPERATIVE ADVERTISING 









PLUS NATIONAL ADVERTISING 
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AGI, Me 


ZODIAC WATCH AGENCY « 15 WEST 44% ST, 





FIRM NAME — 















ony | STATE 










ATTENTION 


oo as oe 
SEE ZODIAC ADVERTISING IN LIFE, ESQUIRE, TIME, NEWSWEEK, READER'S DIGEST (INTERNATIONAL), SPORTS ILLUSTRATED, N.Y. TIMES, TELEVISION 
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Photo courtesy of LUNT SILVERSMITHS, Greenfield, Mass. — 


Summer Song pattern. 


THE MATCHLESS BEAUTY OF Ster WU 


in attractive “Sterling Silver corner” 


in your jewelry store will help you 
capualize on the strong appeal that 
Sterling has for everyone 


mF ounete 
i¢e? 


BRIDGEPORT, CONN, * CHit 


of 


Silver 


ARTISTRY AND CRAFTSMANSHIP of the highest order 
have given this tableware captivating beauty of 

form and ornamentation. But in the eye and mind of 
owner and beholder alike, that beauty is enhanced 
beyond compare by the knowledge that it is Sterling 
Silver. For Sterling adds “the touch of quality”’ that 


gives substance to the beauty. 


This is especially true of creations made from 


Handy & Harman Sterling which combines unvarying 


quality with unmatched working and finishing properties. 


is ANDY & HARMAN 


82 FULTON STREET © NEW YORK 38, | 
UPTOWN BRANCH 14 WEST 46th STREET. NEW YORK 36, N. Y 


Duality frrectous m elals since 1867 
INGCELES, CALIF. * PROVIDENCE, BR. 1. * TORONTO, CANADA 
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LLOYD'S 

BASIC 

WEDDING RING 
INVENTORY 
CONTROL 

TRAY 

IS THE RESULT 
OF MANY YEARS 
OF RESEARCH. 


Wi ibulated 
j f thie 

: ri f f 

; ; ler t} 
re rf 7 muir er 
; aan hae ; 
r} the re 96 
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LLOYD'S BY 


POLISHOOK 


REDUCES YOUR INVENTORY, 


INCREASES 


YOUR 


PROFITS! 








Your customer know what she want lhe exclusive Lloyd fray contains an 

pecially in wedding rin We hav bsolute unplete selection in your bread 
put together a wedding rt fray fof md butter retail price range trom $/.9 
You thi if KTS / t li sitaiad iris S47 S/ if Te? OMe hy ifijee ib, Lilém rites j 
merchandiser. . allan one! Here are T. fo move out of your store or we will exchange 
tf the be t-seller in wedding rin: fhe mactive.number for taster moving weddin 
‘MTT meed Ifi A. bye nitafulls ia erat yO! Ak |} VEY } he S/f ( / ‘aitea ; i / if 
ented and just ri ht for yout istomer’ salesman in your territory who ta élad t 
(Re: al orice (Ags on every rin erve vou ae ed 





3¢ STAMP AND THE COUPON BELOW — AND YOU'RE IN THE WEDDING RING BUSINESS — RIGHT! 


r 
x. POLISHOOK 4&4 S$0nN CORP 
216 East 4608 Street, New York 17. N.Y 
Gentlemen 
e CORP. Please send me more information on 


your wedding ring tray 


MANUFACTURERS OF “EVERYTHING IN RINGS” SINCE 1898 Nome 
216 East 45th Street, New York 17,N.Y. VAnderbilt 6-1664-5-6-7 — 


City 











ee 


BACKED BY A GREAT 


CROTORE NCHEN 


NATIONAL ADVERTISING 
CAMPAIGN 


LIFE 

SATURDAY EVENING POST 
ESQUIRE 

SPORTS AFIELD 


GUARANTEED 
unbreakable 


balance staff and 
mainspring 


= & & Bede 2 RA KD 


Fe Seo oe VR 





~ CROTON 


*. 


=) 


. 


% 


UMMER LONG ... 


CRUSADER — Man's All Gold Filled, 
17 Jewels, Self-Wind Waterproof 
Alligator Strap $68.00 


SEA wyvmPn — Ladies’ Yellow Gold 
Filled Steel Back, Self-Wind Waterproof, 
17 Jewels — Alligator Strap $¢4.ee 


because your customers can wear 


these waterproof* watches 


all summer long at no expense! 


Only Croton Nivada-Grenchen dares make such an offer! Your 
customers can wear them not for just a week or a month, but 
all Summer long. Then, if not completely satisfied, their money 
will be refunded...Croton will accept watches that do not per- 
form properly. Jarring shocks, or salt water dunkings...none 
of these hazards affects the precision of these fine all occasion 
waterproofs* with guaranteed balance staff and mainspring. 
Over 50 million readers will see this dramatic offer. Make sure 


you’re ready...order today! 


NIVADA-GRENCHEN 


Send for sample watches today: 
CROTON WATCH COMPANY 
404 Fourth Avenue, New York 16, N. Y. 


a a ae ae a ae a ee a a ee ee ew ee se 


*as long aa crystal ia intact, case unopened 


CROTON NIVADA-GRENCHEN 
404 Fourth Avenue, New York 16, N. Y. 


Please send me quantity indicated and complete pro- 


motional material on: 


CRUSADER SEA NYMPH 


NAME . 
STORE NAME 
ADDRESS .... 


CITY ... oo) a . , , sence 











Model 4460—10-cup, 


$2995 


Medel 4461. —in copper, $32.95 
Medel 4458 ~—8-cup, $24.96 


MEET THE BELLE OF THEM ALL... 
the all-new Coffeematic for ’56—more beauty, 
more value in America’s No. 1 coffeemaker 


Outmoding all others, these fabulous new Universal 
Coffeematics will rocket your sales to a new high. 
There's new beauty in their graceful, modern lines... 
perfect performance in their fast automatic action. 
And backed by a campaign 6 times greater than has 
ever been put behind any other coffeemaker, you'll 
have a presold market on your doorstep. Order now... 
get set for the biggest Coffeematic year in history! 


FLAVOR-SELECTOR 


Gives you coffee to 
the exact strength 
you choose . . . just 
eet it and forget it! 


Glows to show you 
coffee is done...no 
watching or wait- 
ing! It's automatic! 


HEAT SENTINEL 


Keeps coffee at per- 
fect serving temper- 
ature with no in- 
crease in strength! 


Everything points to the BIG YE AR! canvers, rrary @ CLARK - NEW BRITAIN, CONN. 
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Palladium profit pointers ... one of a series 
p f 

















Palladium is STRONG! 


...a@ palladium mounting gives extra protection to precious stones 


You can safely tell your customers that pres jous The extra safety factor offered by all-pree ious 
stones set in palladium are set jor keeps! palladium helps close the sale, 

That's because jewelry palladium prongs are 
. It also helps bring customers back with repeat 
strong... hold gem stones firmly without loosen- “wer 
: : &. ) USINESS, 
ing. And palladium shanks resist bending out of 


shape. Use this palladium profit pointer to increase 


Yet palladium is easy for your setters to use. your jewelry sales, 


Palladium is modern... white... light... strong 





oe all-precious BAS easily worked... nationally advertised. 


PLATINUM METALS DIVISION « THE INTERNATIONAL NICKEL COMPANY, INC... 6: Wal Street, New York 5, N. ¥ 
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Write today to: LOUIS AISENSTEIN & BROS., INC., 16 East 40th St., N. Y. 16 
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New light on the selling power 








People who buy jewelry prefer LIFE 
because... 


LIFE GIVES MORE PEOPLE MORE 
OF WHAT THEY WANT 


More ie - c 


e, 


f Ay) 
are ¢ 
ps More excitement 


More fun 


NO WONDER LIFE LEADS ALL WEEKLY MAGAZINES 








First in Circulation First in Readership 


LIFE 5,603,875 LIFE 26,450,000 
Saturday Evening Post 4,701,534 Look 18,050,000 
Look (bi-weekly) 4,069,221 Saturday Evening Post 14,050,000 


Collier's (bi-weekly) 3,754,421 


Source: 1955 average circulation - Publishers’ ABC Statements 








Source: A Study of Four Media, by Alfred Politz Research, Inc. 























People who make jewelry prefer LIFE 
because ... 


LIFE PRE-SELLS MORE PEOPLE ON 
MORE JEWELRY PRODUCTS 


LIFE carries more jewelry, optical and camera advertising 
than any other weekly or bi-weekly magazine.* 


"Source: P.1.B. 1955 


LIFE IS THE LEADER 











In Advertising Pages 


LIFE 191.68 
Saturday Evening Post 111.10 
New Yorker 103.14 
Time 58.47 


Source: P.1.B. 1955 














(). 


Is it any wonder then that so many jewelers are sold on the 


selling power of LIFE? 


A. 


Hardly. But on the following pages are the precise results 
of the Survey. Judge for yourself... or take your cue from 
the trade. Either way you can’t go wrong. 


In Advertising Dollars 


LIFE $4,803,261 
Saturday Evening Post 2,489,567 
Time 655,345 
Look 652,509 


Source: P.1.B. 1955 

















h A new national survey proves that 


: Li a: ' means more to more jewelers 
- 4 than any other magazine 


In a recent national survey, a representative cross-section of the nation’s 
jewelry retailers were interviewed by research specialists of the Audits and 
Surveys Company. This scientific cross-sampling of the jewelry trade 
revealed LIFE to be the favorite—by far—with jewelers in every volume 
category. Here are the major results of the survey: 


1. Advertising appearing in LIFE is—by more than 2 to 
1—the advertising most often used for jewelry store 
tie-in displays. 


y J Jewelry retailers—by more than 3 to 1—pick LIFE 
* as their first choice to carry advertising for the brands 
they sell. 


3 Jewelry retailers report that the magazine most fre- 
* quently mentioned by manufacturers’ salesmen is 
LIFE—by more than 6 to 1 over the next leading 


magazine. 








4. More jewelry retailers report reading LIFE than re- 
port reading any other magazine. 








y 


What accounts for this sweeping vote of confidence from 
jewelry retailers? Two mighty important facts. First — jewelers 
know LIFE is top favorite with people who buy jewelry. Sec- 
ond— jewelers know that LIFE rates first with the people who 
make jewelry. 











Result #1: 


Jewelers know the 
promotional power of = 





A strict on-the-spot count of actual displays in use 
on a single day showed LIFE-sponsored material to be 
far and away the most popular choice. No questions were 
asked, no opinions were solicited ...the researchers 
simply counted every display in sight. The result? 








LIFE 31.1% 
Look 11.1% 
Saturday Evening Post 6.8% 
Vogue 5.9% 
Good Housekeeping 3.9% 
Reader’s Digest 2.4% 








Jewelers know sia 
the selling power of LIFE 


“~~ 
& 


~ 





Ss 
\ 


Suppose it were up to you to select one specific magazine from this 
+ list for advertising the products you sell. In which one magazine 
would you most like to see your products advertised? 


LIFE 49.0% 
Saturday Evening Post 15.6% 
Look 6.0% 
Vogue 5.0% 
Reader’s Digest 2.6% 
Collier’s 2.0% 
Time 2.0% 





Result #3: 





Jewelers say LIFE 


gets more mention from salesmen 


In reviewing their national advertising schedules, which 

, (). one magazine do manufacturers’ salesmen most fre- 
quently talk about? 

LIFE 48.3% 

Saturday Evening Post 6.3% 

Vogue 3.2% 

Look 2.7% 

Collier’s 1.1% 


More jewelers say they read LIFE 
themselves 





Result #4 





Which of these magazines do you or someone in your 
(). family regularly subscribe to or purchase regularly at a 
newsstand? 


LIFE 49.5% 
Reader’s Digest 45.3% 
Saturday Evening Post 25.6% 
Look 22.7% 
Collier’s 18.0% 





Time 15.0% 

































SEE THE SELLING JOB 


FOR YOU 


ADVERTISED tf 





DOES 


Look at how many of your best-selling items 
are advertised in LIFE 


SILVERWARE 


1847 Rogers Bros. 

Holmes and Edwards 
International Silver Company 
International Stainless 
International Sterling 


JEWELRY, WATCHES 
AND CLOCKS 


Artearved Diamond Rings 

M. Z. Berger and Co.— Watches 

Charm and Treasure, Inc. 

Coro Jewelry 

Croton Watches 

Davis Watches 

De Beers Diamonds 

Duchess Pearls 

Dunhall Swiss Watches 

Enicar Watches 

Geneva Watches 

Gold Filled Manufacturers’ 
Association 

Gruen Watches 

Hallmark, Inc.— Watches 

Harvester Watches 

Helbros Watches 


ADVERTISED 





iN 


(March through May, 1956) 


Keepsake Diamond Rings 

Krementz Jewelry 

Longines Watches 

Mido Watches 

Miranda Pearls 

Nastrix Watches 

Result Sales Watches and Gift 
Sets 

Shield’s Men’s Jewelry 

Starfire Diamond Rings 

Swank Men’s Jewelry 

Timex Watches 

Trifari Jewelry 

Windsor Watches 

Winthrop Gift Sets 

Wyler Watch Corp. 


CAMERAS 

Ansco Cameras 

Argus Cameras 

Bell and Howell Cameras 
Bolex Cameras 

Eastman Kodak Cameras 
Graflex Cameras 

Imperial Cameras 
Polaroid Cameras 

Revere Cameras 





The pre-selling power of LIFE means that 


you can use 


Ricohflex Cameras 
U. 8. Camera Corp. 
Voigtlander Cameras 


STATIONERY REQUISITES 
Alco Pens 

Burroughs Adding Machines 
IBM Typewriters 

Kinsey Pens and Pencils 
Royal Typewriters 

Scripto Pens and Pencils 
Smith-Corona Typewriters 
Victor Adding Machines 
Vu-Riter Pens 

Wearever Pens 


MISCELLANEOUS 
Amity Leather French Purse 
Billfolds 
Craftsman Billfolds 
Norelco Shavers 
Remington Shavers 
Revere Ware 
Ronson Lighters 
Ronson Shavers 
Sunbeam Shavers 
Tn-Taper Luggage 
Zippo Lighters 






is the most effective 
merchandising symbol 





















BUY, BUY, BUY, some day you may want to sell 





because you're reorganizing 7? 


aa 


because you need to get rid of surpius stock? 


our long experience in buying and wide facilities for 
handling what we buy, make it practically certain 
we can buy what you have to sell when 

you want to sell it. Tuck away in your memory, too, 
our famous policy, ‘always a fair price, usually the highest.”’ 


5h $e: 
Whatever the occasion of your selling, 


for 53 years speciolists in cash-buying cr liquidating jewelry stores and stocks. Consult Gordon 
Brothers without obligation of any kind . . . 38 Bromfield Street, Boston. Telephone, HAncock 6-3233 


introducing the NEW 
watchband sensation 


a \V ( 
alalGn 


WATCHBAND Fully 


Guaranteed 


Converts any watch into a calendar watch, immediately 


A revolutionary new development that BE THE FIRST IN YOUR AREA TO 
converts any wrist watch into a serviceable TAKE ADVANTAGE OF THE PROFIT 
calendar watch. The manual setting of the POTENTIAL OF DAY-DATE BANDS 
ey eae a becomes as automatic as wind- Dey-Bate Wetchbonds are chepping up sales 
ing a watcn, because they are: 
© AMAZINGLY NEW @ IDEAL AS A GIFT 
© BRILLIANTLY DESIGNED © STIMULATING STORE TRAFFIC 
@ ATTRACTIVELY PRICED @® EASY TO SELL 


The Day-Date Features are a fine im- 
provement accompanying nationally famous 


watchbands—the most preferred stock in a 
jewel rv store. Write for information and price list, today. 





U5. Patent 

Me. 2559211, 

ether patents 
pending 





0 


™, 
~ 


with a minimum order of 18 assorted 
DAY-DATE watchbands in 
gold-filled, stainless steel and leather. 


_ i a 





—— — —— 


A few choice exclusive territories open for top representation 


Us TEXRAANea. ow 


DATE WATCHBAND CO., INC. 
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QUALITY... 
WEIGHT... 


of the 
MAJOR 


Your assurance—and your customers’ 
assurance —of the finest value in diamond 
rings. Only Orange Blossom gives you this 
additional guarantee, plainly stamped 


in the shank of every ring. 


Just one more reason why Orange Blossom — 
the standard of fine ring quality 

for over 50 years—builds satisfied repeat 
customers. Are you taking 


advantage of this tradition? 


TRAUB MANUFACTURING COMPANY - 1940 McGRAW AVENUE + DETROIT 8, MICHIGAN 
35 
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VULCAIN TECHN 


that Leads the Wat 





VULCAIN’S NEWEST 
ENGINEERING 
eT 
ACHIEVEMENT 











THE PATENTED 


> AoE acoliilehale 
PIVOTING 


Ever in the vanguard of horological achievement, 
Vulcain has well earned its right to 
international leadership... is indeed worthy 

of the numerous awards and honors garnered 
over the better part of a century. i | id 
Watch experts throughout the world! ae 
have hailed Vulcain’s fabulous 4. 
EXACTOMATIC feature... its 

revolutionary non- perpendicular 

balance-staff pivoting INSURES 

GREATER ACCURACY, 

ABSOLUTE UNIFORMITY OF 
TIMEKEEPING IN ALL POSITIONS! 


2 oe 


*When crystal is infect and cose unopened 


VULCAIN WATCH CORP. OF NORTH AMERICA 


Division of Shriro Watch, Inc. 
276 Fourth Avenue, New York 10, WN. Y. . Phone GRamercy 7-7500 
CHICAGO SALES OFFICE: Louis Cole, 29 E. Madison $., Chicago, Ill. * Phone RAndolph 6.4415 
CANADIAN SALES OFFICE; 400 Ontario St. West, Montreal 2 Can. * Phone AVenve 8-9548 


36 


Now 


available in the 


~ CRICKET 
WRIST ALARM 
& AUTOMATIC 
WATERPROOF 

LINE 


VULCAIN MARINE CRICKET 
100% WATERPROOF’ 
WRIST ALARM $195 


Other Models $75 4g $300 


VULCAIN SUPERIORITY IS 
PRE-SOLD TO YOUR CUSTOMERS 
IN AN IMPRESSIVE ADVERTISING 


CAMPAIGN IN: 
SATURDAY EVENING POST 
LIFE + ESQUIRE + FORTUNE 
N. Y. TIMES MAGAZINE 

and Powerful Dealer Aid Program 
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“| FROM EVERY ANGLE 


a 


iS ALIVE WITH 
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BEAUTY 


‘ 


ISTH STREET. PHILADELPHIA 30. PA 


a 
Be right with Opalite all year ‘round. America’s finest stores feature Opalite: Pins in Sterling or Gold-Pilled; Pendants and 
Earrings in Sterling, Gold-Pilled, 10 Kt and 14 Kt, White or Yellow Gold. Distributed by leading wholesalers everywhere. 
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An outstanding 
collection 

of new items 
ready for 

Fall selling 


“Sales-minded”’ 
wholesalers 
are ordering 

CARL-ART 
now from 


Mannie Levine 
| West 34th St. 
New York 


Howard Seebeck 

10 South Wabash 
Chicago 

Norman Gustafson 
3646 Mt. Vernon Drive 
Los Angeles 


Get Keady for fall / 


RL-ART inc. 


PROVIDENCE 


* RHODE ISLAND 
a 
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On the exciting new CBS show 
“DIAMOND JUBILEE” Starring GUY LOMBARDO 
Tuesdays, 9 P.M. E.S.T.' 
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EVERY Deen COAST TO COAST more than 20,000,000 PEOPLE 
will see fata foek on this exciting new CBS NETWORK SHOW! 


TAKE ADVANTAGE of the accelerated. demand tor Feature Lock Diamond Rings. IDIENTIF } 
YOUR rORE with Feature Lock on Diamond Jubilee, and cash in! ADVERTISE leatur 
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PHILCO 


PORTABLE RADIO DEPARTMENT 


Sales Powered for Profit ! 


Concentrated in less than 1! square feet Of Counter space... 
all the dramatic, dynamic Se//ing Power you need to get fast 
customer action. It puts each striking Philco “Rough Rider” 
model in direct focal range of every prospect who enters your 
store, Here's a department that makes consumers Eye. . . Identity 
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... Buy! Here is a store within a store—stocked with the radios 
that sell themselves on looks and performance 


Colorful, atrention-arresting ... it does a terrific “suggestion” 
selling job right on the floor or in your window. 


The Selling Season is Now/ Call your Philco Distributor for 
your “Rough Rider’ Portable Radio department and be all 
ready to Sell Up to Leather in a big profit way ! 


PHILCO...The Brand Mark of Quality in Outdoor Radios 
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It will be the policy of the Cyma Watch Co. Inc. to maintain 
the high standards established through many years of association 
with American jewelers. 


In the future, new technical advances as well as new styling 
concepts will be added to Cyma watches to increase their out- 
standing sales appeal. 


Now—the most complete, diversified and profitable watch lines 
on the market today-—-Enicar, Cyma and Berco—-are available 
to you... from a single source. 





As appearing in full color in LIFE May 7th | 
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Lelt to right: Top row~VALENCIA® Collor, 7.50; Bracelet, 5.00, Earrings, 4.00, Bottom Row-BRAZIL* Collor, 7.50; Holf Coller (not shown), 5.00; Brocelet, 5.00, 
COLLEEN Coller, 7.50; Brocelet, 5.00, Earrings, 500; BASKET PIN, 7.50; Button Earrings, 3.00; Drop Earrings, 4.00. FLEURETTES* Collar, 7.50; Bracelet, 6.00; 
PEBBLE BEACH* Collor, 5.00, Brocelet, 400; Eorrings, 4.00. Contour Earrings, 4.00. TRINIDAD* Collor, 6.00; Bracelet, 5.00; Earrings, 4.00. 
Center—FLEURETTES*® Pin, 5.00; Button Eorrings, 6.00. Jewelry designs copyrighted. Not ovthentic unless stomped Trifari. 


Prices plus tox, *Also in colors 
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The most sensational 
Diamond Development 
in the history of 
Diamond Rings by 


DAVID KARP CO., inc 


Creator of han D Kraft Interlocking Diamond Rings 


31 West 47th St. New York 36, N. Y. 























it's the Victory Sign 
for FAVRE-LEUBA’'S 
'ele)0)-|m -9-)-\,1-14 6 me 


PROGRAM... 














lypical of Pavre-Leuba quality... extremely 


thin, ollicially-certified Chronometer; 17 
fe wel, te mperalure adiusied movement; 18 Af, 
Gold iaie, ik Al Gold applied heure dial, 


Retaud (144.) $250. 


Now it can be told ... The dual-featured Favre-Leuba 
Watch program of MONITORED DISTRIBUTION 
with RETAILER-PROTECTION has been received 
with enthusiasm everywhere . . . Leading jewelers have 
been unanimous in their endorsement of these principles 
in our platform: we monitor our distribution by select- 
ing only jewelers of the highest integrity for our author- 
ized dealerships; we do not permit our watches to be 
sold through discount houses or other cut-price ele- 
ments; we guard against bootlegging by registering 
every watch leaving our vaults . . . Coupled with this 
program is an extraordinary plan of retailer protection 
that is without precedent in the history of the watch 
business... 

To give point to their approval, many representative re- 
tailers have taken on the Favre-Leuba Watch collection 
for their stores . . . They know they can build this dis- 
tinguished line with confidence, assured of greater profit, 
prestige and freedom from unworthy competition. 


y 

Inquiries from Representative Jewelers Invited tia 
x YvVG ‘ 

(Tae. 


FAV R a ws ms a U B A Watch and Chronometer Co., Inc. 


665 FIFTH AVENUE, NEW YORK 22, N. Y. 









Favre-Leuba 

Renowned in 

50 Countries 

throughout the 

Civilized World 
Since 1815 
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to stimulate new buying interest in self-winding watches... 


MIDO IS ASKING 
50 MILLION 
VEN AND WOMEN 


7 


“do you still wind your watch?’ 


Mido’s biggest advertising campaign is telling your customers 
it’s time they replaced their outdated watches with “the watch you 
never have to wind’’—a 1956 model Mido. 


/ 


They’re already reading why—in large Mido ads they’!| be 

seeing from now on—in LIFE, THE SATURDAY EVENING POST, TIME, 
THE NEW YORKER—learning that the only truly modern 

watch is a self-winding watch. 


Here’s an exciting new selling idea to bring new big-ticket 
watch-buying interest to your counters—over and above the 
normal gift market you count on during these months. 


You can make the most of it with Mido. For Mido offers you and 
your customers the largest variety of self-winding, waterproof* 
models anywhere—all with POWERWIND, the most advanced 
self-winding mechanism yet devised. Every Mido watch is fully 
shock-protected, anti-magnetic and has the famous 

PERMADURE guaranteed unbreakable mainspring. 

Models for men retai! from $59.75 to $500. 


sell more ladies’ automatics, too! 


Here’s a market that’s hardly been tapped because of style and 
mechanical limitations of conventional self-winding watches. 


Now, Mido brings a new high-fashion look to ladies’ automatics— 
miniature models which are as efficient as they are elegant — 
including the tiniest self-winding dress watches ever. It’s the widest 
selection anywhere—to retail from $79.50 to $225. Diamond 
models from $195 to $1000. Gold bracelet models from 

$150 to $350. All prices include Federal Tax. 


Write for 24-page catalog i!lustrating the most extensive 
line of men’s and ladies’ self-winding watches. 


*As long as case, cryvtal and crown remain intact 


Mido Watch Company of America, Inc., 580 Fifth Ave., New York 36, N. Y. 
In Canada: 410 St. Peter Street, Montreal 1, Canada 


with [Powerwind By 
/ 


THIS YEAR~MORE THAN EVER—-MIDO MEANS BUSINESS —FOR JEWELERS EVERYWHERE 
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YOUR 
CUSTOMERS 
ARE NOW 
READING LARGE 
MIDO ADS 


4 pages - 4% pages 


Do you still wind your watch? 


The Saturday t K 





POST 


May 14 


POR MAY. 1956 
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DOES SHE STILL WIND HER WATCH? 








Do you still wind your watch? 





FREE 
TO MIDO 
JEWELERS! 


All the selling helps 
you need to tie-in! 


Complete newspaper 
mat service... new 
brochures... new 
counter and window 
displays... new 
one-minute animated 4; 
cartoon TV film (also 
available in full color 
for theatre 
advertising). 
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Designed especially for charm bracelets. 


Delicately fashioned. In karat gold, 
gold-filled or sterling silver. 


Sold to manufacturers only. 
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That's the question we asked 1000 customers — 


and here are the answers. 


359 said they heard about 
Waterman’s C/F® through magazine, 
newspaper or television advertising 
—which proves Waterman does a 
powerful and effective advertising job! 


259 were told about the C/F by 
clerks in jewelry stores, department 
stores, wherever fine pens are sold — 
which proves Waterman does a 
bang-up merchandising job to help 
your salesmen. 


205 saw the C/F on display 

in their local store, and that was the 
convincer. It’s such a beautiful pen, 
and its advantages are so obvious that 


. 
You can always write better with a Waterman. ' 


“how did you first hear about 


ayy _/ Waterman's 
age © the Cartridge-Filled fountain pen?’’ 


* 
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the “‘sale’”’ was made right there 
and then. Of course, Waterman has 
all the display material you'll 

need to sell this wonderful new kind 
of fountain pen. 


123 were told about the C/F by 
friends and then went out and bought. 
A Waterman C/F owner becomes 

a Waterman C/F salesman, for you! 


54 weren't too articulate as to 
when they first heard about the C/F, 
but were most articulate in stating 
“it’s the best pen I’ve ever owned’’* 


*823 out of the 1000 interviewed made this statement. 


WATERMAN PEN COMPANY, INC., Seymour, Conn. 
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CONTINUOUS NATIONAL ADVERTISING 
KEYED TO EVERY SELLING SEASON 


Every season of the year is a selling season for Longines- 
Wittnauer watches! Consequently, around the calendar, 
Longines- Wittnauer advertising is keyed to the hour, 
to every current gift occasion, steadily opening up new 
Opportunities for profit. @ Going on right now—the 
largest, most consistent MAGAZINE ADVERTISING 
CAMPAIGN in the industry, 
prospects and customers for fine Longines-Wittnauer 


reaching your best 


watches. The largesse RADIO PROGRAM ADVERTIS- 
ING CAMPAIGN in the industry. The largest SPORTS 
CAMPAIGN in the industry. Dramatic NETWORK 
TV advertising at peak selling seasons. And every 
promotion aid plus the finest point-of-sale material. 
( Longines-Wittnaver advertising really is KEYED 


TO EVERY SELLING SEASON! This is your advertis- 


ing, keyed to your store, making sales for you every day. 
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ann GH FEW RETAILERS will ad- 
mit it, more merchandise returns 


are due to faulty selling by salespeople 


than to shopper idiosyncrasies, says 
The Retail Memo of the Philadelphia 
Inquirer, 

Proof of this comes from stores that 
have increased the average length of 
employment of their 
Memo reports. As the selling help be- 


floor people, 
came more professional, and their in- 
terest and ability increased, the num- 
ber of returns was substantially re- 
duced; one store reported a 25 per 
cent reduction in a few years, another 
reported a 50 per cent drop in three 


years. 


He MUCH DOES the average person 


know about taking care of his 
watch? 
Practically nothing 
recent experience of Mrs. Lore Rauch 
of Hayward Jewelers, 1066 B St.. Hay- 


ward. California. 


judging by the 


A young man walked into the store 


one morning and asked her if she 


could tell him what was wrong with 


his watch. When the watchmake 
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SPEAKING OF THE JEWELRY TRADE 


opened the case, he saw more than he 
for: the 
jammed up with glue. 

“What type of work do you do?” 
asked the amazed watchmaker. “The 
inside of your watch is full of glue.” 

“Oh, the glue didn’t get in there at 
work, the 
chalantly. “The stem came out so | 
poured glue in the hole and stuck it 
back on!” 


bargained works were all 


replied customer non- 


1)’ RING THE OCCASIONAL slack pe- 
riods in your store, how often do 
you go to the window and gaze out at 
the passers-by 4 

Then consider the embarrassment of 
jeweler Al Levich, 222 W. Walnut 5t., 
Des Moines, lowa, when a police of- 
ficer called at his store to investigate 
a peculiar complaint: 

\ woman had reported seeing “a 


grinning man standing motionless in 


o 


the window for more than an hour.” 

No, this Al. The 
“grinning man’ was a life-sized por- 
trait photo of him which he was using 


time it wasn t 


as a display piece in his window 


[° AN ARTICLE ret ently published by 
a London economics journal, Sit 
lernest Oppenheimer, chairman of De 
Beers Consolidated Mines, Ltd., made 
for 
ounce of diamonds ret overed in south 
+000 tons of 


an interesting comment: every 
west Africa, more than 
earth had to be moved. 

“I would like finally to give the lie 
to the current myth that diamonds are 
lying about on the surface of the sand 
in large quantities waiting to bye pie ked 
up, “Many 
people have worked for years in the 
fields without seeing a diamond except 
at the the 
plant.” 


A= WALKED into (Cranat 
jewelry store. (Ceary St. 


Grant Ave., San Francisco, and asked 


Oppenheimet declared. 


final stage in recovery 


Bros. 
and 


to see some rings. 


He looked at an imposing, 7-jewel, 
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Mere's a striking collection of 
Rotary Club jewelry, including 
buttons, rings, cuff links and 
tie slides any Rotary member 
would be proud to own. Be 
prepared——stock up now. Ro- 
tary clubs change presidents in 
June—your customers will want 
to select their Past President 
presentation items from this 


outstanding collection. 


Wefferling, Berry is known for 
the high quality of its emble- 


matic jewelry and for its ex. Actual size illustration reproduced our latest catalog 


tensive selection. We manufac- 
NUMBER PRICK DESCRIP IION \UMBER DESCRIPTION 
ture the finest Masonic, Shrine, Lapel button 198-5 Past President 
, Tie chain embier 198-506 47.00 Diamond center 
: : ‘ Lapel buttor 198-7C 500 Paat President charnr 
Scottish Rite, Knights of Co- TMamond tat tos 19%-8D6 47.00 Past Governor button 
Past President bait te 198-10X-10 15.00 Attendance button, number 


- Diamond center changeable 
lumbus, Elk. Moose and other a eek Praia: rit Pritts ’ Sil-l 76 00 Past President, t ie, BAVel 
IMamond center ides 
: ie . Past President butt 920-10 33.50 Tie silde, engine turned 
lodge and fraternal jewelry. 4 | + haber paaaeel ss TOES Ste Gite, omtne torned 
Attendance hutton. } yitye 1227 1.40 LOK button 
changeal 1400-109 75.00 Past President charn 
Past Secreta: center 
Charter mem» *1400-1 22.00 Without diamond 
Past Treasure 1410 B.00 Past President buttoar 
Lapel tutte 141002 272.00 Intamond center 
Charm 141004 32.00 Ivamond center 
Plamond cer L410€ 2S White and blue enam 
Lapel butter 1§008-19 52.00 Ring biack enamei 
Cuff link 17348-1060 64 00 Past Present ring 


vel and ral 


Write Dept. JK-5 for our 
latest 60-page catalog of 


SSSSESSE 


fine emblematic jewelry 


(keystone) 


he 

edi, * Not illustrated 
ss r Te diamond last Pre ident ryayt ti > TE: ; regentat ; 37 7 ; ’ rolig hag k 
Pa : | — 


a variety of diamond sivee at prices 


6 ROGGE STREET, NEWARK B, N. J. 


Men eE RF A MERIC AN oeGcm so crierTy 


Wrerreriine Berry & 64, Sine Enblomatic euclry 
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platinum engagement ring with a 
half-carat diamond center stone, 


valued at $775. Apparently dissatis- 
fied, he asked to see another ring. 
The clerk bent down and 
into the showcase; when he straight- 
ened up again, the ring had disap- 


reached 


peared. A thorough search of the 
area failed to turn up the ring —-and 


the police were called in. 

They got down to brass tacks im- 
mediately with a search of the sus- 
pected customer. But he didn’t have 
it on him. 

Acting on a hunch. they took him 
to a nearby hospital for an X-ray. 


When the film their 


suspicions were confirmed: the miss- 


was examined. 


ing ring was lodged inside the man’s 
esophagus. 

In the natural course of events, the 
ring was recevered at the hospital and 
turned over to police. Before 
could return it to Granat Bros., Joseph 
Granat, president of the firm, gave 
notice that he wouldn't allow it back 
in his store, 

Instead, he authorized them to turn 
it over to a local charity, St. Anthony’s 
Kitchen, which provides daily lunches 
and shelter for many of the 
down-and-out residents. 


they 


city's 


M ARGIE LETCHWORTH of I oxman’s, 
Inc., retail jewelry firm at 103-105 
N. Queen St., Kinston, North Carolina, 
recently received a post card from a 
supplier, thanking her for a payment 








“This is the very lotest model, sir. 
water-resistant!" 


por May, 1956 





she had made by check—-and asking 
for her assistance: 

“Will vou do vourself and us a 
favor?” it asked. “In the future, will 


vou please include the payment stub 


(right-hand portion) with your pay 
ment. This will enable us to properly 
apply your account. lhank you 


for your cooperation.” 

Though she was agreeable to the 
request, Margie discovered that it was 
impossible to comply: the signature 
the only means she had of determining 
which manufacturer, wholesaler or ma 
terial house had sent the card—simpl\ 
read “Bookkeeping Department.” 


How absent-minded can vou get? 





Oroa M. bencuer.. widow of 


M" 


a tormet Sa- 


ranch worker in 
linas, California, received the surprise 
of her life the other day 
handed her a pocket watch he'd found 


while hunting. 


W hen a tian 


Olga recognized it by the faded en 


graving inside the case: it was the 
watch het husband had lost 35 years 


hefore while battling a brush fire neat 
the town. Fenchel had spent a good 
part of his later life fruitlessly looking 
for the watch. which had been given 


to him by his father. 








The sturdy, old fashioned timepiece 
had withstood the 35-year ordeal su 
prisingly well, though the case was 
covered with scratches and dents made 
by the hooves of wandering cattle. 

Olga had a watchmaker put the old 
watch into top shape again, and kept 
the family tradition alive by giving it 
to her 
Sunday suit. 


A 


Various 


| }-vear-old son to wear with his 


WoRD TO THE WISE: A fast-talking 
youngster has been walking into 
Port Huron, 
Michigan, with an appealing look on 
his face: 


“Have 


asks. “Ill do anything for a quarter.” 


retail stores in 


vou any work for me?” he 
Impressed by his youthful ambition, 


many retailers reached into their 


pockets and handed him a quarter, 
though they had no work for him. 
Juvenile authorities in the city are 
now trying to locate the boy: they 
want to question him about the pro 
priety of his method of earning what 
has been reported to be $15 to $20 a 
week on his “work” rounds. 


Say LL or THE MONTH: Apropos of 
ib 


the familiar line. “Old Soldiers 
Never Die. Thev Just Fade Away.” 
jeweler Aaron Teicher of Timme 


, 4 Broad ies N, W.. 
Atlanta, Georgia, suggests one for the 
trade: “Old Watchmakers Never Die 


Thev Just Lose Their Spring. 


| NGCENIOLS. W hen ul clock 


in his oflice continued to run coun 


Jewelry Co., Ine 


hit WHATS 


ter-clockw ise despite all eflorta to re 
pair it, Frank Weber of b.waneaville, In 
his thinking 
came up with his own solution to the 


diana, put on cap and 
problem. 

He merely changed the face of the 
the 


riiti ¢ ounter f len k 


ornery Limepies ‘’ awit hing nu 
merals so that thes 


wise. too. 


K 


grocery chain in Dallas, Texas, is using 


Now your comveriron: Taking a 


cue from the nation's jewelers, a 


the universal appeal of diamonds to 
boost its sales. 

The chain is including an occasional 
yenuine diamond among the one-carat 
sized imitations of diamonds which it 
regularly tucks into each prin kage ol ite 
frozen steaks 

This might be an opportunity for the 
jewelers near each of the grocery stores 
to build traflic by offering to evaluat 
free 


each person « “find - lor 
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Wedding bells are ringing more often—and more consistently 


throughout all 12 months of the year. Listen carefully, and act 


on their message of opportunity for steady profits. 


THE BRIDAL MARKET GROWS 


* Because of recent important developments, the bridal 
market offers you even greater opportunities—today and 
in the foreseeable future--than it has at any time in 


the past, 


The annual number of marriages in the United States 


is rising at last, after a four-year decline. 


And—-these marriages are spread more evenly than 
ever over the entire vear. Yes. June is still the bridal 
month, as it has always been. but the other months are 


coming closer to equalling it. 


These developments are important to the jeweler who 
is always in need of something to pull up the valleys in his 
annual sales chart by developing business between the 


traditional sales peaks of Spring and Christmas. 


New developments mean most to jewelers 


They are more important to the jeweler than to any 
other merchant because his store says “weddings” to the 


people in the community; it is the logical place for 


54 


engaged couples and newlyweds and their friends and 
relatives to shop for gifts in connection with the forma- 
tion of a new homme. 

That’s wh; ihe first increase in the marriage rate, since 
the Korean war, means so much to you. 

And this rise (see chart on increase in marriages) will 


continue with certainty. Here's why: 


For four years in a row beginning with 1951, the 
number of marriages declined, dipping to 1,476,000 in 
1954. Then it rose in 1955 to 1,525,000. And it will 
continue to rise because the pickup in the birth rate dur- 
ing the latter half of the 30's makes inevitable new highs 
in the number of marriages for coming years. 

Remember? In the early 1930's, the conditions of the 
depression caused many young people to postpone their 
marriages, Also, many married couples felt they couldn't 
afford to have children. But in 1934, the birth rate 
began rising again, as a new confidence entered American 
life, after years of depression. 


It is because of that decline in births during 1931, 
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INCREASE IN MARRIAGES 


1950 1951 1952 1953 
1,546,000 


1,667,000 1,595,000 1,539,000 





SCALE BY STEPS OF 50,000 


1932 and 1933 that there was a decline in the number of 
21-year-olds in 1952. 1953 and 1954. But in 1955. the 
number of people reaching the age of 21 increased, and 


naturally, the number of marriages rose correspondingly 


So-——just as the birth rate continued its climb in the 
years following 1934, so the marriage rate will continue 
to go up steadily, year after year, until by 1970 it will 
have reached the impressive figure of 2,250,000 per year, 
compared to the 1,476,000 in 1954. 


Industry plans on increase in new families 


Can you depend on it? Can you plan on it? Well, 
executives of many great corporations are basing much 
of their planning and investments in new plants and 
equipment on this anticipated increase in newly-formed 
families during the years to come. 

An increase in your business opportunity logically 
accompanies any increase in marriages. Especially today. 
when so many more millions of families are in the middle 


income groups, and can afford to buy and feel comfort- 
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1954 1955 
1,476,000 





(Source. U. $. Census statistics and projections. 


able when they go shopping in jewelry stores, 

This is big business, it's good business and it's year- 
‘round business. For, these weddings are divided among 
the 12 months more evenly than you might think. The 
month of June is so strongly associated with weddings 
that many jewelers overlook the volume in this market 
during the other months of the year, 

The very phrase “June bride” is part of the language. 
The connotations of June--moonlight, romance and the 
pleasures of courtship that pave the way to the altar 
all these reinforce the traditional overemphasis on June 


as the month of marriages. 


Here's statistical proof 
Let's examine the statistics, Of the 1.525.000 wed. 
dings in 1955, exactly 11.9 per cent took place in June. 
Yet, some retailers point up all their planning, their 
effort, their advertising expenditures and their bridal 
displays to the month of June. 


All right, you say, 11.9 per cent is a lot of weddings. 
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CONTINUED FROM PRECEDING PAGE 


Thats right-——-but August's 9.9 per cent of the years 
weddings is a lot, too. So is 9.3 per cent in September. 
That's 19.2 per cent for the two months of August and 
September compared to 20.2 per cent for the “peak” 
months of May and June. Actually, March, 1955, the 
month with the fewest marriages, still accounted for 6.2 
per cent, well over half as many as in the much publicized 


and sometimes over-emphasized peak month of June. 


Promote wedding business annually 


Certainly, there are peaks and valleys in the annual 
wedding chart but are you exaggerating them in your 
store by promoting wedding business seasonally rathet 
than annually? Certainly, June is an important month 
for weddings and for you, as a retail jeweler. But what 
about all the marriages in those other months? (See chart 
on consistency of marriages in 1955.) 

The tendency for the marriage rate to level off to 
greater consistency throughout all the months is a trend 


that has been going on during recent generations. 


Twenty years ago. 21.3 per cent of all marriages took 
place in June and May. In 1955, those two months 
accounted for 20.2 per cent of the total. The difference 
has since been spread over other months 

Now, in prosperous America, where incomes are 
higher, increasing numbers of people want and can 
afford bigger weddings—-and whether they are married 
in a so-called fashionable month is of lessening impor- 
tance to them. (See chart on increased abolity to buy 
from a jeweler.) 

For example—the marriages of Grace Kelly and of 
Margaret Truman, that made front-page news, were 
scheduled for last month. April! 

And it’s not only such ceremonies which bring impor- 
tant business to the big jeweler that we are considering 
here. It is the great mass market for goods and services 
that smaller jewelers look to for their sales that is the 
really important part of this wedding business. 

Today, people are taking for granted those items which 
were once luxuries reserved for the rich. They want 


and can afford—the kind of fine gifts you can supply 


CONSISTENCY OF MARRIAGES THROUGHOUT 1955 


JUNE 
11.9 


CHART SHOWS PERCENTAGE OF MARRIAGES IN EACH MONTH 


AUS. SEPT. OcT. NOV. DEC. 
9.9 9.3 8.5 8.2 8.6 


e U. 8. Department of Health, tdu 
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UNDER $2000 $2000- 54999 





decrease from 
11,325,000 te 8,300,000 


decrease from 
23,731,000 to 22,517,000 


MORE PEOPLE CAN BUY WHAT A JEWELER HAS TO SELL 





$5000- $9999 $10,000-$1 4,999 








NUMBER OF FAMILIES AND UNRELATED INDIVIDUALS IN VARIOUS INCOME GROUPS 


Make this three-way combination of circumstances 
work for you: (1) An increasing number of marriages. 
(2) a rather evenly distributed year-round bridal mar- 
ket, and (3) a growing ability of a greater mass of the 
people lo buy the type and quality of merchandise you 
carry in your store, 

And what an opportunity this is, particularly for the 
jeweler, with his fine lines of diamonds, jewelry, his 
sterling flatware, his silverplate and stainless, and his 


hollowware, fine china and crystal, and timepieces. 


Other gifts mean more profits 


On top of this traditional foundation, there are other 
items of associated merchandise that can add still further 
to his profits. For example, gifts for bridesmaids and 

. ushers and for showers. 
As your community's traditional merchant of gifts, you 


can take advantage of the increasing desire for——and 
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INCREASE FROM INCREASE FROM 
11,288,000 to 13,300,000 1,536,000 te 1,800,000 
‘Source: U. 5. Department of Commerce.) 


increasing ability to buy-——-household electrical appli 
ances, for example, 

\s a jeweler, you are faced with the challenge of 
keeping up with all of young America’s wishes and needs, 
whatever form they may take in the wide. wide realm of 
wedding vifts. 

Your bridal business. important as if has always been, 
can be even more important, More youngsters are get 
ting married every month of the year. They and their 
families can afford to buy more, and your store, the 
traditional source for so much that makes a wedding. 
so much that goes into every new home, is the low i al 
place for the purchase of an even greater variety of gilts 

It's all there. This burgeoning bridal market is good 
ground for the growth of year-round profits 

Your understanding of the climate in which it operates 
and the application of your skills in cultivating this field 
can make its soil produce rich harvests for you through 


out each of the 12 months of the vear 


TY 
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PLAN YOUR BRIDAL 


by Virginia Dixon 





© With June fast approaching, it is natural for the 
jeweler to start planning wedding displays. 

However, today’s bride is not so traditional as her 
grandmother in selecting her wedding date. She is quite 
likely to make it in the dead of winter or the height of 
summer. 

Spring and fall weddings are also very popular these 
days. So don’t concentrate all your bridal promotion on 
June, but make it an all year-round affair for most 


hoops carry a selection of setietestany venules 


A. An enlarged cut-out photo of a 
bride's head is decked with real 


tulle veiling, Satin-covered 


diamond rings in holders. There are so many ways in which the jeweler can be 


MB. Assorted wedding gifts are placed of service to the bride that his promotional program can 
on hanging shelves. Yellow and or- include almost every department in his store. There is 
no reason why the jeweler—even a small jeweler—cannot 


ange butterflies add to appealing 
make use of the Bridal Shop idea to emphasize the extent 


color scheme. Entire window is 
of the bridal services available in his store. 


light and airy in modern style. } he ae 
Space may not permit a separate area inside the store 

y P , . . . s 
C. Flatware is featured here, Place for such a shop, but your display, merchandising and 
settings can be shown on plaques. sales program can carry out the spirit of such a theme 


A blue background with white bri. to the satisfaction of your customers. 


. " »f " . ‘ . : . , ‘ : . , 
dal flowers sets off the silver, Perhaps you can devise a distinctive and individual 


name for your bridal service for use in advertising and 


direct mail as well as for display. Frequent repetition of 
D. A joursectioned shadow box makes : | 
such a title, always shown in the same style of lettering 


emphasizes the bridal theme. 


© Cont Rouse Mapray _— jr eee and design, can create a popular and helpful trademark 
trical appliances. Additional mer- f 
or you, 
chandice ie errenged on the window If you are fortunate enough to have several display 
floor. Trim with cut-out hearts. windows, it might be worthwhile to devote one of them 
almost constantly to your bridal department, featuring 
diamonds, silver, crystal, china and stationery alter- 
nately, but always with a bridal atmosphere and always 
with special emphasis on your bridal service theme. 
If your display space is limited, your bridal window 
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will of necessity be intermittent, but do be sure it ap- 
pears frequently throughout the year. A small shadow 
box display or a pretty poster might be used regularly 
as a reminder of your bridal department. Certainly you 
can find one display case inside the store that can be 


devoted to your bridal promotion at all times. 


Use a different window or case 


It does not need to be the same case or window all the 
time. In fact, it is generally better if it is not. Visual 
interest is stimulated by change, but repetition is neces- 
sary to establish your authority as a wedding expert. 

A constant succession of wedding displays, both in 
the window and in the store throughout the year may 
tax your supply of display ideas and materials, but if 
you plan carefully and buy wisely, you should be able 
to keep your displays varied in appearance and interest. 

Instead of buying one or two large and elaborate 
bridal displays units which do not permit any variation, 
buy a number of separate decorative items which can be 
recombined for greater variety. Get an assortment of 
wedding flowers which can be twisted into a garland. 
combined in one large bouquet or several small ones. A 
pair of lovebirds may perch on a chest of silver or in a 
wooden hoop or nestle in a borrowed bird cage. 

Seasonal materials can be combined with wedding 
motifs or converted into them. Cover a papier-mache 
wedding bell with autumn leaves in October and with 
yellow and white daisies in July. Catch puffs of white 
tulle with apple blossoms in the spring and holly sprigs 
at Christmas are most effective. 
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WINDOW FOR EVERY SEASON 


Dont be afraid to use color in your wedding displays 

bright, light, gay colors combined with white and soft 
pastel colors for overall effects with white flowers and 
tulle. Don't forget that some wedding display props may 
be borrowed—an old lace wedding veil, photographs of 
brides and bridal parties. 

The accompanying sketches illustrate a few display 
suggestions. In Sketch A, an enlarged photographic cut- 
out of a bride’s head is decked with real tulle veiling. 
Hoops of compo board covered in satin and suspended 
from the window ceiling with fine wires carry a selection 
of diamond rings in simple ring holders. Other rings 
are arranged on circular elevations on the window floor, 

Artificial daisies are scattered across the window back- 
ground and floor and make a bridal bouquet tucked in 
the folds of tulle. A pale green background and floor 
would be pretty with the yellow-centered daisies and the 
photo-enlargement might be done in sepia tones instead 
of black and white. 

For Sketch B, an assortment of wedding gifts is ar- 
ranged on hanging shelves with gay cut-out butterflies 
for a note of color. Shelves can be made of plywood and 
either sanded and enamelled or covered in paper or 
fabric, A white background with pale turquoise blue 
shelves and yellow and orange butterflies would be an 
eye-catching color scheme. 

The suspended shelves make most effective use of the 
window space and keep the light an airy look which is 
becoming so characteristic of modern furnishings. Such 
shelves may of course be used with a great variety of 
decorative treatments and for many different and at- 
tractive kinds of merchandise. 

PLEASE TURN TO PAGE 66 
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There’s only one way he could realize fully the 


potentialities of the wedding market, a Rochester 
jeweler decided. That was by setting up a bridal 


program to handle 


12 MONTHS OF BRIDAL BUSINESS 











by Elizabeth M. Meredith 


© Making his bridal met 
chandising program a yea 
‘round operation is the only 
way a jeweler can fully cap 
italize on this important mat 
ket. This is the business 
philosophy of hk. J. Scheer. 
Inc.. 253 Main St., E.. 
Rochester, N. Y. 

June, traditionally the 
most popular month for wed 
dings, still accounts for the 
largest share of Scheer’s 
bridal gift sales. But by 
consistent promotion and 
careful merchandising, the 
firm has proved that othe: 
months, particularly May, 
August, September and the 
Christmas holidays, can be 
almost as important. 

To make this year-’round 
bridal emphasis possible, 
Scheer’s has a staff of ex 
perts who assist brides-to-be 
and other women, to select 
their china, crystal, flatware 
and accessories for apart- 
ment or home. Heading the 
bridal service is Mrs. Ethel 
Hill, Scheer’s bridal secre- 
tary. Assisting her are five 
bridal counselors—Mrs. Eu 
nice Lee, Mrs. Edith Hahn. 
Mrs. Helen Wickenden, Mrs. 
Alice Bates and Mrs. Erma 
B. Reem—four of whom also 
serve as saleswomen in the 
bridal department. This 
unique staff has played an 
important role in bringing 
about an increase in bridal 
sales each year since the 
bridal service was estab 
lished in 1947. 

Another important factor 
in Scheer’s successful pro 
gram has been its bridal reg 
istry, which acts as insur 
ance against duplication of 
PLEASE TURN TO PAGE aa 




















































Tor here \ir- kthe!l Hill T op. this parkiing array of 


iright), bridal secretary at | vlassware is featured by Scheer's 
j, ™ heer, inc.. Kao hestes jew in effectively lit wall cases 
elers, goes ove! department Adoption of an all-inclusive 
plans with Mrs. Erma B. Reem bridal merchandising program 
buyer and manager of the brida including integration of erystal 
giit section An entire staff ol with other tableware items, has 
bridal counselors works to make greatiy increased glass and crys 
Scheers wedding merchandising tal sales, the store has found 
program operate successfully bigurines are also displaved ti 
throughout the entire year this section 

BeLow stainless steel and BeLow. ‘iver hollowware has 
silverplated flatware is featured always been popular for bridal 
in the bridal departne nt afl gilts This Rochester stor gave 
Scheer's. Sterling is displayed on its assortment of hollowwar 
the first floor. The store has re prominent display space, to tk 
ported a rapid growth in the in eflectively with the overall 
popularity and sales of stainless bridal merchandising program 
ware for new homes Several The tore s bridal consulting 
hollowware pieces are displayed service is heavily emphasized 
with the settings of flatware in through newspaper advertising 
this department and television programs 
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The new, 
very feminine 
styles lend 
themselves 
to the accent 
and glitter 
that jewelers 
are best 
equipped 


to provide 


by Jerry Gewirts 
JC-K Fashion 


Consultant 


LOOKING FORWARD 








TO FALL FASHIONS 


Left; deep decolletage demands im 


portant necklace ornamentation. Long 





drop earrings, not shown here, are usw 
ally worn with this kind of silhouette. 
The evening dress of pink and tur- 
quoise paisley print in silk is from the 
Carven spring showing. 

Right; the graceful flowing lines of 
this chiffon evening dress by Dior 
lustrates the departure from the severe 


silhouette to a more feminine, pliant 


pattern for fall. 


PLEASE TURN PAGE 
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Varis in late winter sounds the introductory fashion notes that lead into new stvle 
music to be heard in the American market the following fall. 

Recent reports on the French collections are the first hints of new trends that by 


this July and August will become the style leaders for the following months. 


lf as in the past, there is a cCarry-ovel of these new silhouette ideas. and there is 
rid reasofti whi this should not he So). jewelry sales will continue to benefit 


The uptrend ifi business (oT) fashion jewelry. prec ous 


A multiple-strand necklace, 
jumbo-sized earrings and a 
wide horizon for bracelets be- 
low the three-quarter length 
sleeves show the importance 
of jeweled adornment on this 
new Dior costume, heralding 
the debut of the new jacket, 
the “caraco.” The rounded 
neckline is typical of many of 
the open-throated styles fea- 


tured in Paris suits. 
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Winner of “Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 
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DIAMOND 
PLATINUM 


> gee - by Raymond Abrahams 


~ " : »?, 


A truly outstanding collection of 
superb diamond platinum 
bracelets .. . offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $1,500 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


alban 


551 Fitth Avenue, New York 17, WN. Y. 
Phone — VAnderbilt 6-0457-8 


von MAY, 1956 For prompt attention please address all inquiries Dept. K-40. 





No other gift expresses you so well 


The excellence of your taste is confirmed by the 
matchless purity and beauty of a diamond. 


A measure of your affection is given by the rare 


prestige of this distinguished gem. 


The quality of your judgment is affirmed, for 
a diamond, regardless of size or price, represents 


one of the world’s most enduring values. 


The degree of your achievement is reflected by 


the diamond, most admired of all gifts. 


This year, let a diamond make memorable that special 
anniversary, or important birthday, a debut, the birth 


of a child, or any significant event 


eo @ © 


Vy caret $706 10 0495) =i carat B55 te S1710 § 72 corete 11956 te $9180 = 3 carats $7775 to $6965 


Ceter, cutting and clarity, a6 well as cartel weight. contribute to a diamond's valve A trusted jeweler 
ss your best edviser Prices shown quoted by representative jewelers for top erade unmounted 
lhemends, jJeanuaty, 1956 Add tas Laceptionally fine tones are higher 
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Addressed to men, selling for you, this new 
advertising is promoting the diamond gift 
tradition. Running in addition to the na- 
tional advertising promoting the engage- 
ment diamond tradition, it’s aimed at the 
big market for diamond sales among 
people beyond marriage age. Strongly com- 


petitive, it defines the basic reasons why a 


Promoting your 





gift diamonds 


New man-to-man 
diamond advertising in Time, 


The New Yorker, Town and Country 


diamond gift is more significant and effec- 
tive than any other obtainable at a compa- 
rable price. It includes a reminder listing 
of gift occasions, gives important informa. 
tion on diamond sizes and prices. Tie in 
with this new advertising ... use this 
approach-to-men in your own selling . . 


promote diamond gifts to increase sales, 


The advertisement shown opposite 


appears im 


‘ The New Yorker, April 7 


(Time, April 2 


! Town and Country, April 


Advertising promoting the Engagement Diamond Tradition is working for 


vou in leading national weeklies . 


_. Lile. Look, The Saturday Evening Post 


De Beers Consolidated Mines, Ltd. 
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A light touch, a background of sketches with an appeal- 
ing air of grace and humor—these are the qualities a 
West Coast jeweler and his decorator successfully cap- 


tured in their off-beat window displays. 


LIGHT TOUCH FOR WINDOWS 


by Mabel C. Olson 


* There's such a thing as taking bridal display windows too 
seriously, in the opinion of a West Coast jeweler and his 
chief decorator. 

That is, they know windows should be prepared with a 
maximum of thought and planning, but if the result is slightl) 
off-beat, providing a little fun for decorator and window- 
shopper alike-——well, that’s so much the better. 

Fred Meeds, free-lance artist who is in charge of display 
at Carl Greve Jewelers, 731 5S. W. Morrison St., Portland, Ore., 
thought that too many jeweler’s windows were rather staid 
and conventional. 

With Greve’s approval, he decided on a light touch for 
three of the store’s display windows. Meeds executed three 
sketches that made a provocative background for wedding 
and engagement rings. 

The whimsical sketches—one showed a bridal figure, one 
showed a bride on a staircase, tossing her bouquet to her 
bridesmaids, and the third showed a young man raising a 
ladder to his young lady’s window—-attracted passing crowds 
and drew considerable favorable comment, Greve reported. 

The windows were color-keyed in green, Green was used 
on low tables, on which boxed rings were shown on several 
levels, and the sketches themselves were done mostly in a soft 
shade of green. Unframed, they owed much of their effective- 
ness to their simplicity of line and restraint of presentation. 

The window near Greve’s entrance used the sketch of the 
bride on a circular staircase, throwing her bouquet. Colo: 
was held to the flesh tones of the bride's face, neck, arms 
and hands, and the five upraised hands-on a green back- 
ground, 

The staircase was indicated by a fine white cord, banded 
in gold color and crisscrossed over white-headed pins. Such 
a cord also outlined the bouquet, which was sketched in black. 
This sketch, like the other two, was hung by white satin bows 


and streamers, with sprigs of lily of the valley. 
PLEASE TURN TO PAGE 864 












BAUMGOLD Inamonds 






at Chicago Diamond Symposium 






Featured on Coast to Coast 






NBC Television Network 














A multi-million dollar display of Baumgold 
Diamonds... one of the most fabulous 
arrays of regular and fancy gem diamonds 

ever shown in this country ...was an 

important feature of the Diamond Symposium 
held at the International Amphitheatre in Chicago 








Baumgold’s exhibit was also seen by more than 3,000,000 viewers 
on 101 powerful stations of the vast National Broadcasting Company Television 
Network throughout the country. Here is a closeup of some of the Baumgold 
Diamonds and a general view of the displays in the Amphitheatre 


ss 





Our participation in this important Diamond 
Symposium is part of our extensive program to presel 
your customers and increase your sales of 

Baumgold Diamonds... available in all shapes, 

sizes and price ranges 





aumgold Bros., Inc. 580 Fifth Ave., New York 36, N. Y. 
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by David Widess, C. G. 


measuring DIAMONDS 


In this second of two articles, 
David Widess, of I. Widess & 
Sons, Los Angeles diamond im- 
porting firm, continues his dis- 
cussion of the types of measur- 


ing devices available to jewelers. 


* In the first article of this series 
we discussed the use of Moe and 
Leveridge gauges, how to estimate 
the weight of diamonds in mountings, 
the use of gauges 46 means of iden- 
tification and their use in evaluating 
the need for recutting diamonds. 

We now come to a different breed 
of gauge. These sacrifice accuracy 
for speed, They have a two-fold pur-. 
pose——one is to estimate the approx- 
imate weight of mounted diamonds 
at a glance; the other purpose is to 
determine the proper size for a 


mounting, 


Many gauges are in use 


Let us now observe the many 
gauges in use, All seem to serve their 
purpose. All are made from metals 
with holes perforated to indicate 
various diamond sizes. There is one 
made from aluminum by Baker & 
Co. Inc. Accurate Diamond Gauge 
Co. has one which is compact and 
includes measurements for baguettes. 

The gauge by Karlan & Bleicher 
Inc, has protruding circles besides 


those that are perforated, These pro- 
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truding circles assist in seeing just 
how a diamond would sit in a mount- 
ing. 

For sheer ingenuity the H R Uni- 
versal Gauge should get a prize. It 
is a versatile Diamond Gauge. It has 
protruding as well as perforated cir- 
cles, It incorporates the millimeter 
and inch gauge which slides out. It 
has a table which indicates the num- 
ber of diamonds of certain sizes 
which would fit around a wedding 
ring of specific ring size. There are 
also other features. 

Then there is a diamond gauge 
made by David Widess. This one is 
constructed of transparent plastic and 
it can be used for emerald cuts, mar- 
quises, baguettes as well as brilliants. 


-y 


Karlan & Bleicher Inc. makes a gauge with 
protruding circles in addition to those that are 
perforated. The protruding circles heip a jew- 
eler see how a diamond would «sit in a mount- 
ing. 


it also has a millimeter and inch 
ruler. 

As mentioned before, in estimating 
weights of diamonds in mountings 
with all of the above gauges, the 
weight would be approximate, You 
can obtain a little better accuracy 
when using them if you add about 10 
per cent on the weight shown on the 
gauges if a diamond appears to you 
as made heavy. 

If the diamond in question is a 
heavy old miner you could even add 
20 per cent. However, if a diamond 
appears shallow, then subtract about 
10 per cent from the weight shown 


on a diamond gauge. 


Converting is a problem 


There remains one problem occa- 
sionally confronting jewelers. This 
same problem can be an everyday 
occurrence when it comes to whole. 
salers of gems. The problem is that 
of converting Moe gauge figures into 
millimeters and vice-versa. Typical 
example is when a jeweler sends in 
a request for a stone giving dimen- 
sions in Moe gauge figures. The 
wholesaler may have already mea- 
sured all his stones in millimeters. 
If that is the case he would have to 
remeasure them in Moe guage figures. 

The solution to the above problem 
is quite simple. if you have the di- 


mensions in millimeters and want to 
PLEASE TURN TO PAGE 946A 
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COURTNEY reaches ‘2 million future brides for you. . . 


AS NATIONALLY ADVERTISED IN Modern Bride ano Seventeen 


V2 


Every bride wants a 





y 


DIAMOND RING 





and every groom knows why: 


“Courtney diamonds 
are cut for brilliance’’* 


The Courtney” signature or symbol £' 
on the inside bond of each ring, guarantees 
the integrity and valve of your selection. 





. FREE: Vaivable “diamond-facts” bookie: by 
Courtney to help you select your ring wisely. 








JOHN J. COURTNEY & CO. 
452 FIFTH AVENUE © NEW YORK 18, Ny. Y. 


© 10 1956) = * Trade Marks 


Hina pati niavaed ta ahow fertati 


RATED JEWELERS: Write for information about our “guaranteed selection offer” today 
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Prescription FOR AILING SALES 


When sales in the watch department 
fell below expectations, a Southwest jeweler 


solved his problem through inventory analysis 


* A 15 per cent increase in watch sales was the direct 
result of setting up and following a detailed inventory 
analysis system at the M, Judd Jewelry Co., 402 Central 
Ave, 5.W., Albuquerque, N. M. 

Store owner and manager Judd adheres strictly to 
ihe system as a guide for both his watch inventory 
and promotion methods, He started the system when 
it became apparent that the watch department was 
coasting along on past performances, rather than meet- 
ing the demands of the current business situation. 

The complete inventory system rates every watch 
brand, model and price on sales performance only, 
regardless of the manufacturer, amount of promotion or 
any other factor. The system quickly shows up laggard 
models, prices and sometimes, brands that can then be 
weeded out of the store inventory. 

This store, in Albuquerque’s downtown shopping dis- 
trict, offers 10 well-known lines of watches, all in the 
moderate price brackets except for diamond-set models, 
a specialty for over a decade. 

When the inventory system got underway, the owner 
took several drastic steps, including the dropping of one 
line that had been carried for several years, This popu- 
larly-priced line stubbornly refused to sell——because, in 
the opinion of the store owner national advertising had 
been curtailed and the manufacturer had developed few 
new features to attract customers. 

The jeweler’s inventory analysis system is con- 
tained in a small file and in « ledger, kept up on a 
quarterly basis, The file contains up to 1600 cards, 
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each with the model number, price and description of 
a watch, 

The inventory analysis itself, a loose-leaf ledger, 
classifies the watch stock by sales rank at the end of 
each quarter. From quarter to quarter, comparison of 
the analysis shows which watches are selling most effec- 
tively and which lines need more aggressive promotion. 

For example, one line ranked second for two quarters. 
dropped to fourth, rose to second, then sank to ninth 
place, snapping back to second on the sixth quarter, 
The store’s records indicated that following the drop to 
ninth place, an increase in newspaper advertising for 
that particular line, window display and more active 
salesmanship were instrumental in bringing it back to 
second place. 

Another example—the line that was dropped entirely, 
had sunk to ninth place and stayed there for four quar- 
ters, in spite of all attempts to increase its sales. 

Judd emphasizes, “The entire system is based on the 
rank of sale by unit. The all-important information is 
carried in the first column of the ledger sheet, across 
the quarterly analysis page, which shows the actual 
number of watches sold, while the following columns 
merely are divided into men’s and women’s white and 
yellow gold models. From the analysis, we can deter- 
mine the rate of sale on each group, or the turnover.” 

The store owner points out that the emphasis is 
jointly upon the inventory analysis and promotion. If 
a brand drops back sharply after staying on top for 

PLEASE TURN TO PAGE 99 


THE JEWELERS’ CIRCULAR-KEYSTONE 








SEND SALES 
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-»- MATCHLESS STAR SAPPHIRES 
| 
AND STAR RUBIES MADE BY MAN 


TO NATURE’S OWN FORMULA 
' 


[here s nothing in the world like a ‘Linde’ Star... to 
intrigue a Customer toe omplete d prohtable sale! 

A star is tormed ce cp within the depths of a ‘J inde 
Star whenever a ray ot light strikes the vcr \ sale is 
made when your customer s ¢ UriOsity Is stirred, tor until 


‘| inde Stars, at aptured Star Was found only in nature § 


own pres mous stones, 


Be ready a) « apitalize on the beauty and sales app al a / 
ot ‘Linde’ Stars Lhey re available in an endless variety = : 
ot settings... profitable vilt sug eCSLIONS for eve ry occa - 
sion, and pri ed within the reach of every Customer, os 


Make sure vour stock includes ‘Linde’ Stars trom less 


than 4 curats to multi Curat mast rp ccs, 










INVITE YOUR CUSTOMERS TO DO SOME 






4 Unique Designs to Win their interest...to make the sate! 


‘LINDE’ STAR advertising continues to support 
your sales efforts, with consistent advertisements in 


lone New YorKER macazine. 


] bee tegi i ‘ine ; s fey tered track friatk ' Linton ¢ se tpicle sit if srinon ¢ ‘tp ration 
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I, this article, De. Pough dis- 
cusses two more varieties of 
quartz that can be worked into 
forme of artistry and beauty by 
master craftemen. An example 
is this English Victorian period 
piece, a fluorite “Blue John” 
vase, with banding showing. 
(Photograph courtesy of the 
American Museum of Natural 


History. New York.) 


A series by 
Dr. Frederick H. Pough 


JC-K Gem Consultant 


agate and jasper in 


BRBAROQGUES AND CABOCHONS 


®* In the usual usage, “agate”, when it is not preceded by 
some modifier like “moss” or “Montana”, brings to mind a 
fine-grained, banded, translucent, hard substance. It is an 
aggregate of regularly arranged microscopic quartz crystals, all 
carefully lined up in parallel rows, each elongated in the same 
direction, 

Like coarse quartz, banded agate is also practically pure 
silica, and while it may be more or less colored, enough to 
make the separate bands stand out, the actual percentage of 
impurities is very slight. Since a higher proportion will make 
more prominent layering, a very slight subsequent addition of 
material, a dye, will make the agate attractive enough for 
much wider use in decorative objects, 

Not much dyed material will be found in baroques, for, 
as a rule, the dyeing is done after sawing and preparation. 
Till now the Germans, who are masters of dyeing, have not 
done much tumbling. So dyed agates will be found as tradi- 
tionally shaped cabochons, constituting the majority of the 
normal stones of our less expensive jewelry. 

Idar-Oberstein, the gem-cutting center of Germany, owes 
its industry and subsequent growth to a natural occurrence of 
agates in the voleanic rocks of the region. From the first 
crude preparation of these colorfully banded rocks, the 
lapidaries of Idar have progressed to their present skill, a 
competence which makes calibrated German stones the ideal 
of the industry everywhere in the world, Consequently our 
regard for agate should transcend our appreciation of the 
beauty of the stone itself, for to it we owe much of our present 
technology and many of our other stones. 

When the domestic rough started to fail, sons of the original 
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DON T FORGET THE CAST! 


ACT V OF 


Showmanship in Business 


By Zenn Koufman 


®* “History is but the telling of the showmanship ol the 


centuries——David and Goliath. Alexander with no more 


worlds to conquer, Nero and +is fiddle. Columbus and 
Isabella's jewels. John Smith and Pocahontas. Na- 
poleon's escape from Liha, Wolfe sealing the cliffs to 
the Plains of Abraham, Custer’s last stand, Franklin 
and his kite, | hese and all the other colorful incidents 
stand out against the drabness of the past.” 

The above paragraph is a quote from a little booklet 
called “Put On A Good Show.” It was distributed by 
Batten, Barton, Durstine & Osborn. a very large and suc- 
cessful advertising agency, That one paragraph covers 
over 2000 years of good showmanship, 

And in 1956 the principle still works, How many cop. 
ies of this morning's paper could be sold if we took out 
the people? Without Eisenhower, or Khrushchev? With. 
out Winehell-—or even Dick Tracey? What would a 
newsstand look like without people on magazine covers? 
What would TV be like without its Gleasons? Baseball 
without its Mickey Maniles? 

Man is gregarious. Physically, he gathers in groups. 
Mentally. even more so, he is alw ays thinking about peo: 
ple. More than anything else in the world, 

Kenneth M. Goode, my co-author of “Showmanship In 
Business,” has given us many important axioms for 
selling. But one of his greatest is, “If, for any reason, 
it is impossible to portray the product in the hands of a 
user, remember it is far more desirable to portray the 
user alone than the product alone.” 

Many of the outstanding merchandising jobs of the 
decade have been put over with tie-ups with people. 
“Call for Philip Morris” has immortalized Johnny the 
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bell hop and Philip Morris cigarettes for the consumer. 

Captain Eddie Rickenbacker brought a colorful flying 
personality to Lastern Airlines. With equal skill, Chessie, 
a sleeping kitten, brought a new reputation to Chesa 
peake & Ohio Railroad. 

And Mickey Mouse's name has sold millions of dollars 
of merchandise for thousands of stores—from rubbe 
balls to sweatshirts. Mickey not only nibbled his way into 
the Encyclopedia Britannica, but, in the words of a 
Federal judge, “Pulled a toy train factory out of bank 
ruptcy. 

Quite possibly, one of the most eccentric jobs Mickey 
ever did for a store was in connection with an insecticide 
window where a sign read, “Mickey, we love you in the 
movies, but not in the bread box.” 

Out in Colorado a little girl of 6 created some records 
for speed in cooking. A store immediately put the gir! 
in a window and had her perform her miracles, including 
baking, before the public eve. Crowds gathered for hours. 


Detroit store ties in with actress 


The Installment Social Security plan of the Meyer 
Jewelry Co. (Inc.) in Detroit, was advertised in a tie-up 
with an actress appearing in a Detroit theater. The 
actress posed with a large blown-up ad announcing the 
new plan. The picture was carried in the news columns 
of the Detroit Free Press. 

\ California jeweler put white coats on his repair men 

making them a conspicuous member of the cast of 
his little show. 


Claude S. Bennett (Inc.) in Atlanta. Ga.. ran a whole 
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Now available for exclusive showings 


(ONLY ONE JEWELER IN A TOWN) 



























Imperial 
Cultured Pearl's g 


World famous 


INTERNATIONAL AUCTION COLLECTION 


The new, exciting Imperial Culecured Pearl Promotion, when 
first introduced earlier this spring, was accepted with 

eager enthusiasm by dealers everywhere! And well it should, 
for no other promotion has ever offered such outstanding 
values in fine, superbly designed Imperial Cultured Pearls. 
No other promotion has met with such wonderful consumer . = \aa 
acceptance. No other promotion has stimulated spring 
buying to equal it! The pearls featured in this promotion 
were purchased at International Auction much below their 
present market price, and have been fabricated into a fabulous 
collection of necklaces, earrings, rings, bracelets, pins and 


charms by Mademoiselle Bloch. one of America’s finest designers. 


Investigate this promotion idea now—now, when we are coming 
into the big special gift buying season. Mother's Day, spring 
and summer weddings, graduations—are ideally suited 


for Imperial Cultured Pearl giving. Turn this Spring 





season into a second Christmas “buy time’’—write for 


complete details today. 


IMPERIAL PEARL SYNDICATE 


NEW YORK CHICAGO DETROIT LOS ANGELES 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan Theatre Bldg. 607 So. Hill St. 
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by Harry J. Miller 


OPERATION HOLE-IN-A-WALL 


Lack of space didn’t stop this 
man. Like three successful pred- 
ecessors, he adapted his busi- 
ness to the demands of an un- 


usual situation. 


* Business districts usually include 
a few shops that are much too small 
to accommodate a roomy window or 
counter display of merchandise. 
But when William Lyda was forced 
by ill health to move from his jewelry 
Vecatur, Ill, to the 
Florida circus city of Sarasota, he 


store job in 


couldn't find even a tiny store to set 
up his own business, 

So, he took a corner of a window 
in a prominent drug store, With this 
corner, he got just about enough floor 
space to set up a counter and his 
repair area, 

Lyda also got something else 
the opportunity to carry on a tradi- 
tion. Three other jewelers previously 
had occupied this hole-in-a-wall, All 
three had done well, then went on to 
eet up sizable establishments in Sara- 
sota. In fact, Lyda’s immediate pred- 
ecessor also came from Decatur, al- 
though the two men were not ac- 
quainted there. 

Since the owner of Badger’s phar- 
macy could spare no more space for 
Lyda to expand into, and because 
the ambitious 


jeweler knew a 


crowded display would not do justice 


to his merchandise, Lyda concen 
trated on a few items only. 

Chief among these is watch bands. 
On the wall behind his work area, 


on his little counter and in the small 
window space allotted him, Lyda 
keeps on display a variety of watch 
bands—-in every size, of every ma- 
terial, style, design and color, so that 
he never has to tell a prospective cus- 
tomer, “Sorry, | don’t have that.” 
The jeweler also looks to lighter 
repairs and clock rejuvenation for 
important segments of his volume. 
“I could have rented a bigger 


store, but not in as good a location 
“After all, why 
should 1? Here, I’ve got a good spot 
that’s air conditioned and established. 
There's a good traffic flow through 


as this,’ he says. 


this drug store and I can gross $18,,- 
OOO yearly. I’m better off here.” 

rom the outset, Lyda decided that 
to make himself and his little “store” 
successful, he would have to get peo- 
ple in the community talking about 
him. 

He therefore adopted a policy of 
repairing without charge any watch 
that had been recently fixed else- 
where, but was still not working 


properly. 


His policy was startling 

“Folks would come in here and 
complain about a repair job,” Lyda 
explains. “Sure, they held nothing 
against me because I hadn't done 
the work. Nevertheless, I'd take the 
watch, fix it and hand it back without 
charging a penny.” 

In the small city of Sarasota, word 
got around. And when the normal 
population of 20,000 swelled during 
the tourist season, Lyda began to get 
business from out-of-towners who 
had heard about his hole-in-a-wall 
business and about the service he 
offered, 

Eventually, Lyda has no doubt that 
he will be able to follow his three 
predecessors and set up a large, per- 
manent establishment in his adopted 
city. At that time, someone else may 
see the possibilities of setting up shop 
in the corner of a pharmacy window, 
a spot that has consistently proved 


beneficial to jewelers. 








Selected and Serviced hy Leading Wholesalers 
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Black onyx, the 
stone that will key 
itself to any color 
scheme—so im- 
portant in the 
wardrobes of to- 
day's color-con- 
scious men. Ac- 
cented with spar- 
kling rhinestones in 
a setting of lus- 
trous yellow gold 
plate. Set retails 
for $7.50 
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NEW EMBLEM RINGS 


Illustrated: Masonic 
Blue Lodge ring with 
heavy 10K yellow gold 
shank with trowel and 
level on sides, LOK 
white gold sun ray and 
emblem. 


No. R-811 
$48.00 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 


Emblems since 166! 
through your Wholesaler 


RIPLEY & GOWEN CO.., Inc. Aftieboro, Mass. 
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SIX 
SIXTEEN 


1365 (Shown Left) 6” 
Becutiful two-tone 
Sterling Silver brace- 


let with hand engrav- 
ing and lovely signet. 
$7.75 ea. 

Also 5'/," size. 


SIX TY- 
She will 


3583-95-512 


SYNTHETICS 


thrill to a 


BIRTH 

DATE 
ANNIVERSARY 
RING — 1OKT. GOLD 


ORDER ONLY THRU BDA WHOLESALER 


1599 (Shown Right) 
6" Pretty pattern, joint 
and catch with con- 
coaled safety guard, 
1/20-12K yellow Gold 
Filled. $6.50 ea. 

Also 5'/." and 7” 
sizes. 

HM. ®. BARROWS CO. — NORTH ATTLEBORO, MASS. 


OTHER STYLES 
IN SIMULATED 


FREE CARDS IN 
12 COLORS + FOR 
WINDOW OR COUNTER 
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Remembrance Bracelets 
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of chain desiens 
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&. we Available in ry he ; Es 
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iOKk ond | 4% 


GOLD FILLED 


Better for your purpose - - - SALES. 


This PITMAN ” KEELER Gold fF ed Set wit! % pDecutitul 
3 design attracts not your attent 
. 


yet 12K G.F. $11.50 Reta nks $6.75 Reta 
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AUTOMATIC CHAIN CO. © Providence: K. | 
PITMAN & KEELER inc., 104 County Street, Aftiebore, Mass. . kGO « 
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selling fine JEWELRY 


by 
JACK 
HARRITON 


Grouping of diamonds 
in centers of these 
impressive bracelets 
can be modified for 
individual preference. 
Ends of these pieces 


all taper gracefully. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


Many precious jewelry sales can be made by capitaliz- practice should give you the necessary confidence. Cut out 
ing on the customer's interest in design. By becoming and save these pages. They can be kept in a filing folder 
familiar with these designs you will be able to sketch sug- for quick reference or they can be shown to those “hard. 
gestions that will impress your prospects. You need not be to-please” customers, They can even be framed and dis- 
an artist to do this: a pad of tracing paper and some played in your store, 


gi) THE JEWELERS’ CIRCULAR-KEYSTONE 
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DIAMONDS = mounted or 


STAR SAPPHIRES 
RUBIES 
STAR RUBIES 


EMERALDS 
CAT'S EYES 
PEARLS 


We have a large stock of 
Precious Stones, mounted 
and unmounted from which 
to make your selection. 
Let us cooperate with 
you on your special calls. 
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| Cherished moments preserved for 
wi > \ a lifetime of remembering, in a beautiful 

Gibson volume destined to become tomorrow's treasure. 

Richly illustrated in delicate, shaded blue and gray, pages 
contain space for engagement, showers, guests, certificate, family 

trees, honeymoon, first home, family life and 
other precious memories. Complete section for 
listing wedding gifts with numbered identification 
stickers, Beautifully bound in washable simulated 
leather or silky rayon moire, 


zi white with silver title. . caene 4 er 
wi. ew, tO} 
vm /.% 5 36 pages,8x 10 $3.50 LIST. * _ 
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Keepsa 
ke means good business 


Bxpett W etch and Jewelry Repeitiné 


real winner, 


to be associated 
to winning gustomers» sales and 
1 winner Keepsake: 


e of carry ins 
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t's why we feature Keepsake 


amond aepartment- 


e every year. 
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" it’s good business 
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sincerely yours, 


AN'S DIAMONDS 


Dave weiman 
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really good!” says Weimans 


Leading Philadelphia Jewelry Chain Rings Up Annual 


Increases in Diamond Volume by Featuring Keepsake 














Mr. David Weiman, president of progressive jewelry chain in Philadelphia, with one of many Keepsake dealer 
helps that contribute to “really good business” in diamond rings. Consistent identification of Weiman stores with 
nationally advertised Keepsake has produced outstanding sales results year after year. 





Only Keepsake Jewelers Enjoy this Powerful Advertising Support 
|. Large Space Advertisements in 11 Leading National Magazines. 
2. Network TV Commercials by Steve Allen on NBC-TY “Tonight” Program. 
3. Exclusive Co-operative Advertising in the Yellow Pages of the 


Telephone Book. 


Write Today for Details concerning 
the availability of a profitable 
Keepsake Franchise in your area. 


A. H. POND CO. INC., SYRACUSE 2, N.Y. 
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Models Show Replicas of Famous Rings 


Replicas of newsworthy engagement rings were modeled ot o 
New York fashion show. A replice of actress Rita Gam's 3'/ 
carat diamond is modeled by Harlene Pops (left), Grace 
Kelly's 10-caret ring by Ellen Wood (center) and Margaret 
Truman's 1% carat ring by Joan Priestley. The rings were made 
to resemble the originals in stone, size and setting by Cartier, 
inc., 653 Fifth Ave., New York. (International News Photo) 


LIGHT TOUCH FOR WINDOWS [from poge 68) 

Greve’s middle window also showed bracelets and 
necklaces suitable for the bride, in addition to an assort- 
ment of rings. In the sketch of a bride holding her 


The lone diamond @ 


sparkling against an onyx f 


background makes this man’s ring | . 


striking indeed. It's in 10k gold, beautifully desig 


Bible, pins and cord outlined the folds of her skirt and 
fingertip veil. 

Featured in the third small window was a display of 
watches. In the sketch of an eloping bride and groom, 
pins outlined the ladder and two bags on the ground. 

Further elaboration on the bridal theme was contained 
in the large window at the entrance to the glass and 
china department. There, a mannequin in bridal gown 
of net over white satin dominated the scene. 

In the background was a large table set with fine 
china and in the foreground, a smaller table with a dis- 
play of crystal. Greve’s leaves the mannequin in the 
window but frequently changes the table displays, using 
a variety of brands of china and crystal, occasionally 
alternating with displays of gifts and other merchandise. 

Of course, Greve’s continues to use more conventional 
window displays, but the store management and deco- 
rator still seek new and imaginative ways to put jewelry 
merchandise on display. 

The ultimate goal is to attract passersby and draw 
them into the store, but if those who design and carry 
out the window displays have some fun in the process, 
they figure this will just make the result additionally 


eflective. 


Of all the world’s inhabitants, about one-third eat 
with their bare hands, one-third with chopsticks and the 
remaining third with silverware. 


and expertly crafted in the familiar. Church tradition. 5117 _ 
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CHURCH & COMPANY oenviccturing Jewelers, 2 Garden Street, Newark 5, N. J. 


Trade werk rngutered «9 US & Caneda 
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Window Sets Tone for Spring 





The Jewel Shop inc., 19 Pleasant St., Fall River, Mass. drew 

many favorable comments for this Spring window, owner 

Maurice Lipson reports. A light frame and graceful feminine 
figures made an effective setting for the displays. 


LOOKING TO FALL FASHIONS (from page 64} 


and costume alike, promises to continue without unin- 
terruption. For the new fashions are highly feminine, 
looking to jeweled adornment for the additional accent 
and glitter demanded by a year of femininity in fabric 
and cut. 

The influence of a new softer, more feminine look in 
ready-to-wear will actually be felt even before the new 
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fall fashions are created. Already, alert and enterprising 
American designers are modifying late spring and sum- 
mer lines to conform to the new styles that come from the 
fashion capital. 

How does jewelry fit into the broad fashion outlines 
blueprinted for the year ahead? 

The fashion: A “melting, pliant” line that has greater 
warmth, and moves away from the very severe, up-and- 
down silhouette. 

Jewelry to complement it: More jewelry, to heighten 
the effect of this feminine, flowing silhouette. 

The fashion: A shorter-length jacket for day (called 
the “caraco” by Dior) and a high-placed belt reminiscent 
of the 1912 waistline. 

Jewelry to complement it: Multiple-strand necklaces 
and bibs will probably enjoy renewed favor, starting this 
spring. 

The fashion: Floating panels were seen in abundance. 

Jewelry to complement it: Dress-up pins will stage a 
comeback. Many of these pins clip alluringly to the 
top of the panel to focus attention. 

The fashion: A continued independence for important 
hats. 

Jewelry to complement it: Large-sized earrings to ba)- 
ance the still-giant silhouette of millinery. 

The fashion: Strapless, high waisted dinner dresses and 
decolleté evening costumes, still emphasizing the high 
waist. 


Jewelry to complement it: Long drop earrings, very 
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wide single or groups of bracelets, and long elegant neck- 
laces make natural partners to this trend, 

The fashion: Rounded necklines in daytime suits, cape 
collars open at the throat, softly-draped sleeves with bare 
shoulders above them, many strapless evening gowns. 

Jewelry to complement it: Necklines will probably 
offer the jeweler the greatest single style lead on which 
to hook persuasive sales conversation, Necklaces should 
be featured not only for fall but for the summer. 

The fashion: Three-quarter-length sleeves on jackets 


such as the “caraco,” and sleevelessness bare-looking 
evening dresses, 

Jewelry to complement it: The bracelet will complete 
the generous jeweiry wardrobe the new fashions invite. 

The fashion: Many black and white evening gowns, 
beige tones, mauve, orange, red, turquoise, coral were 
the outstanding colors. 

Jewelry to complement it: Pearls and diamonds will 
enliven by contrast or harmonize by complement the 
many black and white dress-up gowns. Colored stones 
such as topaz, ruby and emerald will be seen in abun- 
dance to dramatize the many beige tones. 

Not all of these future trends are French in origin. 
The fabric and leathergoods makers here are already 
lining up their color rainbow for fall. In addition to 
traditional black, latest reports indicate great strength 
for the brown tones, with special stress on brassy gold 


to etruscan, whisky brown colors, beige to brown (in the 


taupe family), bright red and cranberry, dark gray, 
lighter than charcoal. There is little emphasis on blue. 

Jewelry set with colored stones such as rubies and 
emeralds are natural counterparts for these styles. Just 
how much your sales reflect this continuing strength for 
lots of jewelry next year depends on how much you 
stock, then how you display it for sales motion. 


PLAN YOUR BRIDAL WINDOW [from page 59) 


Sketch C features flatware, always an important bridal 
item. Plaques upright against the background allow for 
place settings in a number of patterns to be shown to 
good advantage. Additional place settings with plates 
and napkins are arranged on oval plaques on the window 
floor, each plaque tilted forward slightly for better view- 
ing. 

Artificial flowers are arranged around the plaques and 
the copy panel on the background. A blue background 
with white bridal flowers would be a good color foil for 
the silver. 

A four-sectional shadow box makes a doll house dis- 
play unit for the electrical appliances shown in Sketch 
D. A simple box unit is coyly decorated with small cut- 
out hearts, a pair of love-birds and any other frill. 

The four sections might be wall-papered to indicate 
different rooms in the “house”, Additional merchandise 
is arranged on the window floor and more heart cut- 


outs are scattered across the background. 


Fine Gold Jewelry with 


@ AB 


of 


Fine 14 Karat Gold Jewelry that exemplifies original- 


ity. Sloan’s Traditional Craftsmanship that requires 


All prices Keystone 


just the showing of _ Spring Motifs to your hard 


to please customers . . . that will Cinch those Ce 


sales. 


$50.00 


“See Sloan's line — it sells itself” 
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Arizona Jeweler Develops Series 
Of Miniature, But Effective Ads 


A jeweler in Phoenix, Ariz., has found that tiny news- 
paper advertisements can be far more effective than 
their size would indicate. 

Paul Johnson, 1604 East Camelback Rd., worked up 
a series of messages to appear in a display box only one 
column wide by two inches deep. The message appeared 
in four lines of tiny print, with a large margin of white 
space all around to draw the reader’s attention. 

Johnson found that readers took the trouble to squint 
at such messages as, “Try Paul Johnson, jewelers, when 
your watch needs repair. Camelback at 16th St. We will 
handle with care,” or “Diamonds and jewelry for your 
Valentine sweet, from Paul Johnson, jewelers, Camelback 
at 16th St.” 

Another message was: “For courtesy and service you 
just can't beat Paul Johnson, Jewelers, Camelback at 16th 
s.” 

Pleased with the results from this series, Johnson has 
decided to apply the same technique when he begins to 
urge the public to lay away gifts for Christmas. 


Have you been thinking about placing a classified ad- 
vertisement in JCK? If so, turn to the easy-to-use order 
form on page 182 of this issue. Mail it today for fast 


results. 
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Build Your Own 
Business Reference Library 


Interested in trade news? 
Looking for window display ideas? 
Searching for promotional techniques? 
Each month, JC-K brings you a wealth 
of news, merchandising, advertising, 


publicity, promotional and technical in- 
formation. 


And each January, the editorial index 
gives you a guide to this material, en- 
abling you to find it quickly when you 
need it—provided, of course, that you 
save every issue. 


You can easily build an idea library. 


Save your issues of JG-K 
and use the editorial index 











Over 35 Years 


of Service to 


Leading Jewelers 


BARNETT ROBINSON, Inc. 


Formerly Robinson & Sverdlik 
610 FIFTH AVENUE, Rockefeller Center 
New York 20, New York 
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Rubies, Star Rubies, 
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12 MONTHS OF BRIDAL BUSINESS [from page 6!) 


gifts by recording the bride’s choice in sterling, dinner 
ware and other merchandise. 

“When we first started the registry,” says Mrs. Hill. 
“a good many girls came in with duplicate gifts they 





wanted to return. Now, with our active registry system. 
returns have been practically elirninated.” 

Scheer’s registry has not been successful because it is 
unique-—most stores use it. It proves, rather, that it is 
possible for a jeweler to take an established technique, 
if it is sound, and make it pay dividends by applying 
merchandising know-how and a good measure of honest 
work. 

When engagements are announced in the local news 
papers, Mrs, Hill notes the names and sends each of the 
girls an invitation to visit Scheer’s to choose her sterling 
and related dinnerware. If, after two weeks, a girl has 
not responded by coming into the store, Mrs. Hill follows 
up with a personal telephone call. If the girl replies that 
she hasn't come in because she already has selected her 


at your wholesaler today! sterling, or her china, Mrs. Hill invites her to come in 


to fill out the other lines: crystal, hollowware or acces 
"Pat. Pendias , 
sories. 
Her invitations and follow-up phone calls bring 70 to 
G oldstein- G erson co,.,inc, 80 young ladies into Scheer’s each week. About 75 per 
7 | A Ja ff cent of these are registered by the store. 
Sha SI tide OY FEELS Ld ! 


Because silverware is considered the first order of 





NEW YORK 36 bridal business, Scheer’s sterling department is located 
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on the first floor. The bridal department, including hol- 
lowware, plated and stainless flatware, china, crystal and 
accessories, is located on the second floor. 

When a bride-to-be comes into the bridal department, 
one of the counselors asks her whether she has already 
chosen her sterling. If she hasn't she is urged to do so 
before deciding upon her other patterns. The counselors 
are careful not to “high pressure” the customers, and if 
a girl is “just looking” she is free to browse around the 
department as long as she wishes. 

When a bride-to-be selects her sterling pattern, she is 
encouraged to register it with Mrs. Hill in the bridal de- 
partment. Each girl who does so is presented with a small 
gift—a lapel pin in the sterling pattern she has chosen. 
At this point, Mrs. Hill asks if the girl would like her 
to suggest china and crystal patterns that will harmonize 
with her sterling. Most girls answer affirmatively, for 
they are delighted to have expert guidance in so im- 
portant a matter. 

To demonstrate the various settings most effectively, 
Mrs. Hill—or any of the other counselors—begins her 
discussion by selecting a linen tablecloth. Expertly, she 
creates various table settings for the customer, using the 
dinnerware and crystal which will best complement her 
silver. To provide examples of possible combinations 
and themes, several tables are set up in the department. 

This arrangement, coupled with the quiet dignity of 
the department and the staff of expert bridal consultants, 


Pm = ene ners mane 


has had much to do with the fact that Scheer's sterling, 
crystal and dinnerware sales now account for 60 per cent 
of its total sales volume. 


Advertising supports bridal merchandising 


To back its bridal program, Scheer’s uses a reguiar 
schedule of newspaper advertising. One of its ads, 6 
columns wide by 1044” deep, features photographs of 
Mrs. Hill and the five counselors superimposed on two 
giant wedding bells. The headline reads: “Meet The 
Scheer Counselors who are engaged in making the bride 
and hostess at home with her dreams!” 

The store also takes part in 15-minute public service 
TV programs on a local station. Presented by the sta- 
tion management, the programs deal with various aspects 
of home economics, including proper table setting. Dur- 
ing the program, mention is made of Scheer’s bridal 
consultant service, and prospective brides are urged to 
come into the store and talk with Mrs. Hill. The TV 
show has also encouraged groups to visit the store in the 
evening to hear discussions of bridal merchandise by 
Mrs. Hill or Mrs. Reem. 

This service has proved an excellent method of cre- 
ating good will for the store. In addition, it has kept 
Scheer’s in the public eye, increased its reputation as 
a specialist in bridal merchandising and helped bring 


about an increase in bridal sales. 
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Giving Diamond Facts to Public 
Pays off in Profits and Prestige 


Presenting the public with a series of facts about the 
mining, processing and selection of diamonds, in the 
form of newspaper columns under the heading “Diamond 
Facts,” has shown definitely tangible results in both store 
prestige and actual diamond sales, reports Victor Argen- 
zio, vice president of Argenzio Brothers, jewelers, 916 
16th St.. Denver, Colo. 

Argenzio Brothers, with a long background in custom 
diamond jewelry, spent considerable time in preparing 
the columns, digesting information from many sources. 
The columns were prepared by Victor Argenzio in the 
form of newspaper articles, two columns by eight inches. 

Spaced a week apart, they ran the last two weeks of 
October and the first two weeks of November one were 
coupled with white space display ads which read, “Use 
care in choosing your diamonds . visit oa 
Brothers.” Below the ad were listed three points to con- 
sider in choosing a jewelry store for diamond buying. 
These were: fundamental diamond knowledge, large vol- 
ume cash purchasing power, and nationally acknowl. 
edged integrity. 

Each article took up points of major interest to the 
public, and covered the questions typically asked by cus- 
tomers in the diamond department. 


For example, under “Weight and Cutting,” the title 
of a typical newspaper article, Argenzio explained the 
carat and the method of computing points. There was 
some discussion of diamond scales, the relative value of 
large-carat stones, with an explanation of why a two- 
carat stone may be worth more than two l-carat dia- 
monds, 

Pointed out were methods by which stones are weighed, 
with emphasis on the center diamond of rings, and en- 
couragement to the public to check weights thoroughly 
with the jeweler in planning ring remodeling or custom 


jewelry pieces. 


Diamond cutting is column subject 


The second part of this column was devoted to diamond 
cutting, pointing out the methods of cutting and propor- 
tioning of the diamond so that it retains a maximum 
light and brilliance. Some discussion of improperly cut 
stones and the effects was included. The application of 
diamond dust to saw blades in cutting stones was dis- 
cussed, with a comparison of the diamond saw with an 
ordinary sheet of paper. 

A following article, on the clarity of diamonds, a dis- 
cussion of new trends towards color, proved effective in 
The fact 


that diamond sales increased substantially during the 


bringing customers into the Argenzio store. 
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entire month in which the columns appeared, and the | 
accompanying fact that many customers came in with a | 
copy of the article clipped from the Denver Post, proved 
to Argenzio that the promotion gained the desired re- 
sults. 

“We feel that anything which benefits the industry as 
a whole is likewise of benefit to the individual jeweler,” 
he says “and that the time expended was thus quite 
worthwhile.” 


Color Highlights Bridal Window 





Gem stones turned into priceless heirloom art objects by 
having a portrait of some loved-one hand carved on the 
back. Excellent results on star sapphires, rubies or any cabe- 
chon gem stone. Our carvings of presidents on sapphires 
have made international history. 

Specialists in diamonds, diamond jewelry, star sapphires, 
stor rubies, emeralds, rubies, sapphires, pearls, cotseyes. 








Chepmon Bros., Ltd., 261 Yonge St., Toronto, Canade, used 
bright yellow and turquoise to make their bridal diamond win- 
dow stand out boldly. Center of attraction is a yellow-covered 
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AGATE AND JASPER (from page 92) 


German lapidaries emigrated to distant lands, seeking 
stone treasures to be sent back to the shops of Idar, and 
their old home became the Mecca of dealers in ali lands 
for colored stones. In America, too. the amateurs who 
now are sparking a revolution in jewelry also began with 
agate, but some have now progressed to the point where 
the best of them have a greater competence in the cutting 
of unusual gems than some of the best of the pro- 
fessionals. 

By current Brazilian standards the Idar agates were 
small in size yet high in quality. Colorfully stained by 
nature, the pioneers needed only to be sliced and polish- 
ed. The Brazilian agate replacements proved to be 
gratifyingly larger in size and satisfactorily solid. To 
those accustomed to Idar stones they were woefully drab, 
with light gray-browns and brown-grays dominating their 
color schemes, German invention went quickly to work, 
however, and soon solved that problem by perfecting 
a system for dyeing that made the new Brazilian agates 
even more colorful than any of the old Idar stones. 

The dyes that are used on agate are the same as those 
that are used for the “onyx” that was mentioned earlier. 
There is a red to make “carnelian agates” and a green 
to make green-banded agate, a blue for blue agate and a 
truly black for onyx and “nicolo”. 

Stones may be cut so that their pattern consists of 
conspicuously different stripes across the stone, or they 
may be cut parallel to the bands, so that flat layers will 
make a colored sandwich, all ready to be transformed 
into a cameo or an intaglio. 


Cemee portraits demand skill 


Many jewelers have remarked that they supposed 
white cameos on their contrasting bases represented a 
cementing of two separate layers of material. They did 
not realize that much of the charm of a cameo lies 
in the skill exhibited by the artist in working out a 
picture within the single layer, to produce the final result 
of a recognizable portrait. 

In most cases the intensified color of agate is produced 
by simply soaking the slice in the dye solution, following 
it with mild heating in the case of the black stones. It 
has been suggested that the heating produces a notice- 
able weakening in the structure, imparting an un-agate- 
like brittleness and making onyx and nicolo more fragile 
than the others of the family. 

In general, agate is a very durable substance, for it is 
tough as well as hard, properties which also give it 
utilitarian applications, It is cut into a wedge to make 
the knife edges on which the arms of delicate scales 
balance, and it may be shaped into mortars and pestles 
for the grinding of small samples of hard substances 
which must not be contaminated by metal. Mineralogists 
use agate mortars to prepare mineral powders for micro- 
scope examination or spectroscopic analysis. 


In very recent German work we now find less emphasis 
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on the dyeing of the stones that are destined for carving 
into larger objects, Since the war more and more very 
high quality work has been expended on simple undyed 
gray agate, fashioning delicately shaped animals or fish 
and hewing out heavy modern agate ash trays. 

The intense artificial colors with which we are familiar 
from pre-war days are now found principally in small 
jewelry stones and in the “shooters” beloved of small 
boys. Perhaps Western sophistication is beginning to ap- 
proach an Oriental appreciation of stones and textures 
which long ago made carvings of soft gray chalcedony 
and quiet moss agate cherished objects in the China 
of the past. 

The time-consuming labor of agate carving joined 
with a lack of equipment and familiarity with the proc- 
esses that are involved in dyeing, has kept the amateur’s 
use of drab Brazilian agate to a minimum. Their 
emphasis has always been directed toward the naturally 
colored, more distinctive agates, personally gathered 
from small deposits where each locality differs just 
enough to be distinctive among all the others. 

Some of the Mexican agates with their rich violets, 
delicate pinks, bright yellows and deep reds have awaken- 
ed new interest in recent years. Most come in smal! 
nodules, however, just right in size for slicing and 
mounting into the hand-made jewelry of the amateurs. 
Many of the small irregular slabs, with their natural 


irregular rinds are extremely attractive and far more 


interesting than the most garish of the German-dyed 
stones. 

Mexican nodules are available at up to $5 a pound, 
in adequate supply for any reasonable trade demand, 
but since much of their interest lies in the contrasting 
outer surface and outline and the perfection with which 
the banding follows that outline, few can be adapted to 


conventional jew elry. 


Color effects are striking 


Another remarkable, and often highly prized, produe- 
tion of the amateurs is “iris agate,” a clear variety in 
which the crystals which make some of the layers are 
unusually small and transparent, so small and so clear 
that they cause an “interference” effect on transmitted 
light, changing the quarter-inch layers, under proper 
illumination, into rainbows of color. 

Technically, the phenomenon is the same as that which 
causes the iridescence of pearls and the fire of opals. lt 
is a purely physical effect on white light that breaks it 
up into the spectrum of its separate wavelengths, One or 
two continuous “iris” layers are usually sandwiched 
between similarly colorless, and only slightly less clear 
bands which extend completely around a nodule, though 
since they are such a small proportion of the agate total 
we usually see our “iris” as selected section lengths in 
a slice. 


Careful, thinner-than-average slicing and subsequent 
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polishing is required to bring out the spectrum, which 
becomes more intense as the slice is cut thinner. The 
proper illumination is obtained by holding the slice near 
an intense light but not directly in the way of it, so 
that the transmitted light comes in obliquely, or by 
placing it on a mirror and observing the reflections of 
a bright light as they come obliquely off the silvered 
surface. 

Connoiseurs will pay high prices for outstanding iris 
agates, though the average person and average jeweler 
still requires an introduction. They were first observed, 
and then sought and studied, by the Oregon amateur 
lapidaries, but it is now recognized that they may be 
slabbed from occasional nodules originating in any good 
agate locality. 

The Germans have never exploited them, because Idar 
work has always been more commercial. Mass production 
and a preoccupation with dyeing leaves little time to 
search out and study the finer aspects of a hobby. A 
fine iris agate makes a spectacular display. In the show 
window in a proper setting, one would be a trafic stopper 
for the jeweler with enough initiative to cooperate with 
his local lapidary society. 

Lastly among the major quartz varieties, we come to 
the less pure and the unarranged microcrystalline varieties 
that we shall group under the jasper blanket. Jaspers are 
opaque. The term is limited in the trade to the colorful 
varieties that have long been used in jewelry stones, 
decorative objects, and carvings. 

Probably the carved Russian jaspers of the Czarist 
days are most familiar among jasper carved objects, but 
the archeologist is also well acquainted with small cabo- 
chons, scarabs, and seals of Egyptian and Babylonian 
origin. They may be red, yellow, green or brown and we 
usually qualify jasper with an apt descriptive color 
adjective. 

Jasper is secondary silica, forming near the earth's 
surface from cool waters seeping through the rocks and 
in many cases replacing other stones with silica as it 
removes iron, magnesium, aluminum and so on. Perhaps 
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that is why it is so full of impurities, residues that make 
it colorful and opaque, and commonly leave it without 
any special regularity of internal structure. 

Fine-grained quartzes that will be included in our very 
broad usage of “jasper” are extremely common. Most, 
of course, are so ubiquitous and so unattractive that 
they are familiar to the jeweler only as road gravel. To 
be considered jasper by the jeweler, we shall insist that 
they be colorful. The drab ones can retain their proper 
names even though we must lump them in the jasper 
family. Black, compact quartz is flint, while its white to 
pinkish, grayish, and yellowish brown counterpart is 
known as chert, Neither has any jewelry value though 
the American Indians found both invaluable for arrow 
and spear points. 

In Egypt there is a type of cherty pebble that has lain 
so long on the surface of the desert that rusty water- 
stains have worked their way toward the center, creating, 
as they have rhythmically precipitated their dissolved 
load of iron and manganese oxides, fantastic scenes that 
have all the charm and beauty of any moss agate. 

They differ from moss agate in the nature of the host 
rock (very opaque) and they look quite different, with 
their broad sweeps of different brown tints, roughly 


following a surface outline. Known as “Egyptian peb- 
bles”, they rivalled “mocha stones” in popularity in the 
day of the agate mania, 

Agate-like banding in jasper is not infrequent. We 
have the term “jasp-agate” to describe this type of 
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material, It is, of course, opaque rather than translucent 
and it is not a true agate. “Poppy stone” with its con- 
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Nor is jasperized wood confined to this country. Al- 





most identically colored logs stand up like modern tree 
stumps on barren, grass grown hillsides on the Greek 
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clear enough to permit the recognition of petrified wood 
without any special testing for quartz, and the pale- 
Pu obotanist can cite its name, Reds, yellows and grays 
are the commonest colors, while here and there we may 
see little sparkling crystal-filled pockets of coarser quartz. 
Since it is a quartz, it is, of course, hard and durable, 
and can be highly polished. 

With this installment we are concluding our summary 
of the quartz varieties that commonly find their way 


into baroque and cabochon stones. It is not complete in 





respect to the minor variations—-nothing less than a 
whole book could be—but it includes all of the important 
ones. 

They are not hard to identify. When we have a flat 
polished face we can always use the refractometer, and 


it will give us a quartz reading on clear and opaque 





stones alike. When we have only rounded faces, try 
to scratch the stone, for the few stones that are harder 
than quartz are easy to recognize (they have been 
mentioned earlier in this series) and most of the rest 
will be softer than quartz, sometimes even softer than 
a razor blade. 

“Don't worry, itsaFLEX-LET ... and We shall discuss some of the possibly confusing stones 
ALL Flex-Let Bands are guaranteed!” that do find a little use in cabochons in the next install- 
ment, stones like epidote, rosinca and rhodonite. 
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MEASURING DIAMONDS (from page 70) 


convert them in Moe gauge figures, all you do is to multi- 


ply the millimeters by 3 1/3 or (by 3.3). 


However if the dimensions are given in Moe gauge 


figures—simply multiply by one-third or by .3 in ordet 


to convert into millimeters. 


For those of you who do not want to bother con- 


verting by multiplication you can use this conversion 


table: 
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(Moe Gauge & Millimeters) 
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Product of Accurate Diamond Gauge Co. includes measure- 

ments for baguettes. This is one of several gauges available 

to the jeweler, as a means of evaluating the weight of stones 
and determining the wisdom of recutting them. 
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cross section 


of Fisher's fine 


you to use it over the counter. (The Fi 


Company, Attleboro, Massachusetts, 








Send for your copy of a new catalog of Fisher 


charms and assortments. This illustrated pamphlet 


charms, 


selected for general use. Keystone pricing enables 


sher line 


is sold through wholesalers only.) J. M. Fisher 














CAN YOU TOP THIS 
FOR A MONEY MAKING 


of profit fer 


available fer 


here's how... 


prac- 
Rings 
ANY ae 
credited 4 year college in 
the U. S&S. A. Ne tnvest- 
ment te start cashing in 
on thie bigger-than-ever 
college ring business... 


Yours with our compliments. . 





COLLEGE RING BUSINESS? 


Neo investment... 
steck te carry... 
you. And 
with College Seal's wing- 
speed delivery service you 
build more business by 
giving youaur custemers 
what they want 
tieally overnight! 





Our brand new Special Collegy Ring catalog just off 
packed with profit palling ideas. Send 
for your complimentary copy which you can show te 
. plas... free sample eve 


the presse... 


students and alumni . 


catching counter display. Send your request te the 
address below... 


No minimum quantity! 


Order one ring or a doten... 


Ne die charge! 








ATTENTION NEW ENGLAND JEWELERS 
Catalog of 68 New Engiend 
now available. Write for yours. 


Dept. 3 486 
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FROM J-B... 


a real sales=-proven 
for your 


The one Photo Vue Ident-!I-Band that can be custom-sized ... instantly! 


Jewelers’ Cost of Display with 12 Photo-Vue Idents $50. 


No display ever sold its merchandise so well ! 


FREE! Display case with set assortment of one dozen... luxuriously nests 
its bands in velvet. 


FREE with every dozen! Set of 3 displays to cap your gift boxes! One each 
for Mother’s Day, Father’s Day, Graduation... the BIG 3 of gift occasions! 


FREE! Attractive mats that tell why J-B PHOTO VUE IDENT-I-BANDS 
are the perfect gift. 


For volume’s sake — see or call your J-B distributor today 
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gift-seller 
peak gift season! 
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No merchandise ever sold itself so easily ! 


® Famous J-B quality —TV-advertised nationally on STOP THE MUSIC. 
® Multi-sized for men—custom fit to any wrist in seconds! 


® Wide variety of styles to sell every taste. In gold-filled and stainless steel. 





@ Unbreakable clear plastic insert protects picture. 


® Sells at the most popular prices! 


JACOBY-BENDER, INC. Northern Bivd. & 62nd St., Woodside 77. Long island, N.Y. 
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NEW 814” long. Retail, tax inc, 99° 


S / 7 F ! 3 compartments hing size and regular 


A personalized lifetime remembrance 


STERLING CIGARETTE BOX 


Neve r-to-be-forgotten gilt for the groom, the president of 
your ¢ lub, the retiring executive, the tournament winner 
~and for a thousand other appreciations and occasions. 


IN 5 SIZES 


fies” long, 344" wide, 12" high $29.50 
#2--6\%4" long, 3'4"' wide, 1%" high $42.00 All prices 
#3-4° long, 34" wide, 2%" hgh $38.50 retail and 
(4-64 long, 34" wide, 24" high $62.60 include tax 
#582" long, 344" wide, 1e"" high $59.00 












Newspaper mat of this advertisement is available. Your 
newspaper will add store signature and facsimile engrav- 
age ome to copy above, Use it to bring profitable gift 
business to your store. We can provide engraving service. 







Write for catalog of complete Smith @ Smith line. 


smith & smith 








NORTH ATTLEBORO, 
MASSACHUSETTS 








JEWELRY—CHINA—OBJECTS D’ ART 


A professional auction service 
by a professional jewelry auctioneer 






A service that has been put to use for firms and situations 
as varied as: The Steiner Liquidation, Sutton, Neb., popule- 
tion 1600; Two sales for Feagans & Company, Los Angeles, 
that grossed $1,385,000.00; The Six Leading Jewelers of St. 
Louis, Mo., all in one big Group Sale, along with hundreds 
of others that made auction history. 






SINCE WORLD WAR TWO WE HAVE TO OUR CREDIT 
SUCH COMPLETE LIQUIDATIONS AS GEIGER & 
AMENT, OF LOUISVILLE, ONE OF AMERICA'S FINEST 
STORES: IN FACT WE HAVE WITH OUR NEW PLAN 
OF OPERATION CLOSED OUT MORE STORES COMm- 
PLETELY OF STOCKS & PIXTURES THAN MOST AUC- 
TION FIRMS LIQUIDATE IN A LIFE TIME. 
















Consult us in confidence. We will come and see you at our 
expense when matters cannot be settled by mail in order to 
assure you of the best service possible. 





We can tell as close as humanly possible 
whet @ stock will bring either in bulk 
or af public auction once on the job. 










Keferences are available all Small sales of which we 
uver America, Whatever auc- have made hundreds are 
tion talent is required to make handled in the same con- 
a succesful sale for you will scientious manner as are 
be furnished. the larger ones. 






THOMAS J. FAUSSETT 


HOWELL, MICHIGAN 
AMERICA'S FOREMOST JEWELRY AUCTIONEER 
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MAKING GRADUATION TIME PROFITABLE 




































This jeweler successfully reminded shoppers that 


in his store they would find a wide range of gifts 





for the June graduate. 





® Using four display windows to suggest gifts for high 


school and college graduates was a profitable investment 
in time and energy for a southern jeweler. 

Ted Bauman. head of Bauman’s, 134 N. Foster St.. 
Dothan, Ala., felt that the graduation season deserved as 
much promotion and selling effort as other key sales 
sCaSOnS. 

For five weeks in 1955, he hung a canopy of diplomas 
in his four display windows. Some 100 simulated 
diplomas were suspended at varying levels from the 
window ceilings, on bright red ribbons. 

Under the diplomas, Bauman grouped a variety of 
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gifts, ranging in price from $1 to $150. He had two 
things in mind—to catch the eye of the high school and 
college graduates, who were likely to pass along hints to 
friends and relatives, and to start potential gift pur- 
chasers thinking about what they wanted to give. 

The effect was heightened by concealing an electric fan 
in the rear of each window and keeping the 100 simu- 
lated diplomas constantly in motion. 

A sign printed on parchment pointed out, “Just a re- 
minder—that you Il find the widest assortment of gradua- 
tion gifts in the South at Bauman’s from $1 up.” 

Suggested graduation gifts included watches, pen and 
pencil sets, cameras, portable radios, leather goods, make- 
up kits, luggage, portable typewriters and picture frames. 

Many were shown alongside dummy gift boxes, re- 
minding shoppers that the store would also make a hand- 
some presentation of the graduation present. 

Bauman credits the colorful window displays for mak. 
ing the five weeks preceding the June graduation cere- 
monies at local high schools and colleges one of his best 


sales seasons. 


Ancient peoples had great faith in zodiacal rings, in 
the construction of which the aspects and positions of 
the planets were important. Worn for the gift of elo- 
quence, they were especially favored by lawyers, poets 
and orators. 


<_ 


Crohicélly 
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always 
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New Store, New Features, Attract 
New Business for Delaware Jeweler 


The new ideas that the Levitt Jewelry Co. (Inc.), 802 
Market St., Wilmington, Del., installed following their 
“after 39 years, Levitt’s are moving 39 feet” promotion 
of last year, are paying off. 

That's the report from Melvin and Harold Levitt, 
owners of the store. 

Among the customer and sales-producing ideas they 
put into effect were: 

|. Self-service shadow-boxes which contain such items 
as lighters, wallets, and some men’s jewelry. “The cus- 
tomers enjoy handling this merchandise,” Melvin Levitt 
says, “It is not under glass and people are not approached 
by sales personnel. They pick out what they want and 
bring it to the desk for wrapping.” 

2. A waist-high counter around the office with shelves 
protruding at intervals for the convenience of customers 
wishing to write checks, 

3. Window displays continuing inside the store for 
a space of three feet. “We have found that this new 
window display is popular with customers,” Levitt says. 
“They can point to an item in the window, which actually 
is in the store.” 

4. A section of multi-holed panel board used for dis 
playing seasonal merchandise. Before their move last 


May. the store was located two doors away. 


17 — 





SINCE 1868 


THINNEST WATERPROOF and DRESS MODELS 


A COMPLETE SELECTION OF 
FINE GUREQLP WATCHES AVAILABLE AT 


os on ee hCG 


_, SR. 


In Gold & Stainless Steel 
UNBREAKABLE MAINSPRING 


Functionally Elegant, Highest Precision Timepieces 


' = = — as = 





580 FIFTH AVENUE, NEW YORK 36, N. Y. 
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Manufacturing Jeweler 
127-42 S$ JUNIPER TREET «© PHILA 4 


SALES OFFICES 

MR. GEORGE KRAMER MR. HARRY Z.KURS MR. JAY RAICH 
580 Fifth Avenue 55 €. Washington SI. 448 S. Hill St. 
New York, N.Y Chicago, Ill Los Angeles, Calif. 
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DON'T FORGET THE CAST (from page 76) 


series of ads based on the adventures of “Claudette, Ben, 
and Nette.” The ads featured store employees photo- 
graphed wearing the jeweler’s products. Also featured 
in the serial story were prominent local personalities, in- 
cluding the chief of police and the manager of the At- 
lanta baseball team. 

Names make news. That’s an old adage—and it ap- 
plies particularly to getting publicity. Photos of people 

when interesting—will get even more publicity. Just 
as anything associated with well-known people has box- 


office possibilities. 


Many stores tie in with movie stars by running a 


| series of birthstone displays. January, for example, is 


Danny Kaye’s birth month, and many stores have run 
pictures of this star, together with a display of garnet 


rings and pins. 


An additional bit of local interest can be secured by 


_ ineluding pictures of a few local citizens who were born 
_in the same month as the star. When Walter Winchell 


ran a whole column about jewelry and watches, several 
stores clipped the column and displayed it, either actual 
size——or enlarged—in their windows. 


Many stores have put a newsboy into their cast by 


using a Ronson display in which a large cut-out of the 


newsboy holds up a paper featuring a gift. 


Josephson’s in Peoria, Ill. used an enlarged picture of 









Strictly Refiners 






Not Manufacturers 


of Jewelry Your Ol Gold Shipments 
WILL RECEIVE 








Metals of Guaranteed Purity | 


GOLD * SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


W, solicit your Sweeps *e) 
Filings—Scrap Gold and 
Platinum—Metals 


Special Attention 
Kastenhuber & Lehrfeld, Inc. 


2) West 46th Street Tel. JU 2-2320 New York 36, N.Y. ff 
Est. 1895 


* 
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a high school graduation class as a window display. He 
has separate ribbons leading from each girl’s picture to 
a particular jewelry item in the display. Copy reads: 
“Give her the gift that she prefers—the ribbons designate 
each graduate’s personal choice.” 

Pallisard’s jewelry store in Perry, Okla., called atten- 
tion to Valentine gifts by presenting photos of 14 school 
seniors, a new one each day placed by his or her choice 
of a Valentine gift. 

Mare Connelly once laughingly wrote an epitaph for 
himself. It read: 


Here Lies The Body 
of 
Marc Connelly 
Who? 


For the short cut to fame ask that question, “Who?” 
every time you plan an ad, a window or any other im- 
portant promotional step in your business. 


Remember—no cast means no show. 


HOW'S YOUR SHOWMANSHIP? 


Lach month our autographed copy of SHOWMAN. 
| SHIP IN BUSINESS is given for the best example of 
showmanship sent in by a reader of JeweLer’s Circu- 
LAR-KEYSTONE. Tell us of something you ve done—or 
even something you've seen that has helped add that 
| extra touch of dramatic interest. 
| 


KREE—tThe Showmanship Y ardstick 


| Send a self-addressed envelope for your free copy of 
The Showmanship Yardstick—-a 12-point check list of 


the elements that make a good show. 


PRESCRIPTION FOR AILING SALES [from page 72) 
many quarters, he knows what remedies he can apply. 
If the medicine does not work, however, the line must be 
abandoned, 

“If it stays consistently low,” Judd says, “we can only 
conclude that the consumer has turned against that 
watch line, and we cut it out altogether.” 


One change resulting from the system has been the 


decision to put even more money into fast-moving, mod- 
erately priced watches. 

Of course, Judd adds, the system is not followed 
blindly to the point that the store will lose sales in the 
less popular price ranges—low or high—of watches. 
“What it does is to make certain that we are not over- 
emphasizing the less popular lines and that we are 
reminded to put plenty of drive behind the better price 
brackets, to effect a balance which matches the market.” 

The owner credits his simple, effective system with 
helping him buy for coming seasons, operate with a 
smaller, more flexible inventory and above all, eliminate 
guess work in buying and selling. 
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RUNNING A 
SUCCESSFUL SALE 
IS AN ART 


by Manny 
Silverman 





Response To Our New Plan... 


TERRIFIC! 


A ratt of letters from Jewelers. Manufacturers, and 


leaders of our industry ... ALL FAVORABLE! 


The vice president in charge of sales of a leading 
manufacturer of sterling flatware & holiowware 
writes, ‘At last when a customer writes to us for 
advice when he wants to go out of business, we can 
sincerely recommend your firm, 


The credit manager of one of the toremost standard 
watch manufacturers writes, “A very much needed 


fax ed with 


method of selling, when the jeweler 
this very serious problem, 


A prime manufacturer of watch attachments and 
men's jewelry called me and thanked me tor intro 
ducing this very tair method for the jeweler who 
wants to go out of business. 


arn theretore repeating the tive mcysic pons cyt 
our new plan, 


a. We will come to see you at our expense. 
b. We will top or equal the best offer. 
c. We will give you this amount in advance. 


d. We will pay all expenses necessary to run the 
sale including all advertising, extra help, rent, 
utilities, etc. 


e. We will give you a percentage of all sales over 
our break even amount. 


(OU HAVE NO RISK! YOU GET YOUR MONEY 
IN ADVANCE! MORE THAN YOU CAN GEl 
ELSEWHERE—PLUS YOUR SHARE IN THE PRO} 
ITS OF A SUCCESSFUL SALE 


WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


586 Fifth Avenue—New York, N. Y. 
Telephone: Plaza 7.4693 








Left—This is Medana’s new “Pastel Fantasy” 
ladies’ watch from Louis Aisenstein & Bros.. 
16 k. 40th St., New York. Bracelet has milk 
stones, rhinestones and pastel-colored ieaves. 


Matching color rim on case. $15.95, retail. 


Far Left—This heart-shaped diamond ring is 
a new addition to the line of “Spectaculight” 
settings from Karlan & Bleicher, Inc., 136 W. 
52nd St.. New York. Ten or 11 melee surround 


center stone to form accurate heart shape. 


Left—Lterna Matic’s new self-winding ladies’ 
lapel watch features a lucite back which dis- 
plays self-winding movement. Shock and 
water-resistant. In sterling silver for $135; 

in dull-finish, brushed steel for $100. 


Far Left—These expansion-center watchbands 
are new additions to Flex-Let’s “Squire” line. 
Yellow gold filled, with curved or straight 
ends, Alligator insets in end frames. Model 
with hob nails, $11.95; other model, $10.95. 


Left Andors Jewelry Co.. 32 Union Square, 
New York, introduces this new personalized 
wedding ring in 14K gold. Hand-tooled 
letters. Any combination of 16 letters for 
both names possible. $29.50, retail. 


Far Left—This is the new “Navigator” model 
currently being featured as Bulova’s spring 
TV special. 17-jewel movement, lifetime 
unbreakable mainspring. Radium hands and dial. 
Water and shock-resistant. $39.75, retail. 


aney ite Hew... they re 
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Right —Stegor division of The Gorham Co. in- 
troduces this new “Spiral” stainless flatware 
pattern. Simple incised line said to portray 
spirit of motion. One-piece knife doubles as 
steak knife. 16-pc. service for 4: $16.95. 


Far Right—These new one-piece leather straps 
are from Wadsworth-Hadley division of Elgin. 
Choice of blue, black, gray and four shades 
of brown; colorfast dyes. In three grades: 
calf, $1.50; suede, $2.50; alligator, $3.50. 


Right—kLmerson’s newest portable transistor 
“Pocket Radio,” model No. 856, is said to be the 
lowest-priced transistor radio in history. 

Has 2 transistors, 3 sub-miniature tubes. 


Choice of colors. Weighs one pound. $28. 


Far Right—The classic roundness of Hamilton’s 
new “Edgemere” model is accented by an all 
marker, sterling silver dial. 22-jewel move- 
ment, shock-resistant and anti-magnetic. Yellow 
gold filled only. $89.50; with bracelet, $95 


Right—This is the new “Lilac Time” silver- 
plate flatware pattern introduced by 1881 (R) 
Rogers (R). Free form outline and floral 
ornamentation create transitional design. 
20-pe. service for four: $24.75. 


Far Right—These new “Pockette” alarm watches 
from LeCoultre division of Longines-Wittnauer 
are equipped with an easel to make them self- 
supporting. Have night reading dial. Four 
models available. $77.50, retail. 


yours to profit 
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Dey ve few... 


Lejt—Created for America’s billion-dollar 
dog lover market is Anson’s new “Best in 
Show” line of men’s jewelry. 3-D sculptured 
dog heads have silver oxidized finish and 
gold plated settings. $7.50 for set. 


Far Left—This attractive necklace, intro- 
duced by Art-Craft Jewelry Co., 1 W. 47th 
St., New York, features a “flower” effect 
fashioned of clusters of red garnets. Settings 
and chain are 14K gold, Retails for $330. 


Lejt-—-These new “Colibri” men’s and ladies’ 
lighters are from Jacques Kreisler. Eight 

models available in genuine leather diamond 
or herringbone design; men’s in black and 
brown, ladies’ in navy and red. $6.95, retail. 


Far Lejt—This “Rheinkiesel” brooch from the 
German American Import Co., Inc., 3033 Hamil- 
ton Ave., Baltimore, Md., is from Germany’s 
Rhein River. “Living Color” of stones said 

to change with background. $4.95, retail. 


Left-——Rolfs, West Bend, Wisconsin, introduces 
this new “Boodle Bag” carry-all in soft, crushed 
cowhide, Separate compartments for cosmetics, 
cards, coins and currency. Available in 

five colors. Retails for $5. 


Far Le{t—These new “Wishbone” earrings with 
cultured pearls have been introduced by 

Allan Adler, 8628 Sunset Blvd., Los Angeles. 
Available in sterling or 14K gold. Keystone 
prices: sterling, $20; 14K gold, $75. 
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Hop aboard...and stay aboard! 


Snowe 
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Continue your own promotion through- 
out the Summer to get full advantage 
of this continuing promotion. 

it's not too late to start your own par- 


A 13-MINUTE FILM, produced by 
U.S. Steel to promote Steel Showers. 
will be seen at least 200 times on T'V 











ticipation in “OPERATION SHOWER.” stations throughout the country, 
HERE’S HOW 
. 
5 MIL LLI 
GET your free “Operation Shower” Promotion Me a and i re Potentiay buy 
Kit containing special display material, a Retail 1, IC, 4.0% olor ad er gift il} vers of 
Plan Book, radio commercials and newspaper ad- ~“ Sou nal, vert en L. cna 
vertising ideas. ... uMmer py a pat d Bride's -_ lea 
Fal] Issues May 


PLAN window and in-store displays using the 
merchandising tags, stand-up card and giant dis- 
play tags in the promotion kit. Feature the symbol 











and theme in your own advertisements. GET READY TO GO witH 

USE U.S. Steel's special 13-minute movie, “Hew bssneiiit 

To Plan A Steel Shower.” You can sponsor it on \ — = 

TV, use it to show oat women’s clubs or orrange ——_— = 

showings in your store. Complete information on — + -_ jc-56 
—— 


how to get this film is included in the promotion kit. 


or 


ee! 
at Division, united grate’ ba 
pittsburg” 30, Pe- 








Ma poet 9 Kit. 

PLAN TO CONTINUE YOUR $28 pte cone scearatan sranver” Orme 

er ee eh ee eee 

OWN TIE-IN PROMOTION ALL a... mene a. 
THROUGH THE SUMMER. FILL IN THIS COUPON se nT age ea: 

oe ee eer 
cals eean eS a geate.«-**""*"* 
UNITED STATES STEEL apne 





PITTSBURGH 30, PA, 
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Waar can a merchant 
do to draw upon the 
thousands of young fam. 
ilies in his trading area? 
Particularly, when those 
families represent a tre- 
mendous potential for 
any jewelry store. One 
technique, a suburban 
Denver jeweler learned, 
is to promote the sale of 
gifte for their infants. In 
one of his display cases 
(above), Leo Weisberg 
has a concentrated se- 
lection of appropriate 
merchandise for baby 
gift purchasers. 


Robert A. Latimer 





* “The jeweler who looks upon his 
baby gift department as merely an 
‘accommodation’ is making a serious 
mistake,” believes Leo Weisberg. 
manager of Lee Jewelry Co.—Au 
rora, Inc.. Aurora. Colo. 

Weisberg bases his statement on 
experience: due to his efforts, Lee’s 
has realized a sharp increase in its 
baby gift sales volume. 

This rise in baby gift sales was 
accomplished in only three months 
without newspaper advertising, addi- 
tional window displays or special 
promotions. Weisberg credits the 
sales increase to two things: a relo- 
cation of the baby gifts department 
and an imaginative expansion of the 
baby gift sales volume. 

Actually, the firm’s success to its 
baby gifts department can be traced 
to a drop in its over-all business. 
During a particularly slack period. 
when sales were below normal, Weis. 
berg looked about for some means 
of remedying the situation. 

Realizing that Aurora, a suburb 
of Denver, was populated almost en- 
tirely by young families, each with 
one or two babies, he wondered if 
emphasis on baby gifts might be the 
answer. When he found that there 
were 15,000 new homes being built 
in developments in the area, and 
noted that supermarkets and other 
family stores were generally crowded 


bringing up baby gift sales 


with young mothers with then 
babies, he decided to plunge into the 
experiment. 

First, he took Lee’s baby gifts in 
ventory out of the lower corner of 
one of the wall cases and arranged 
it in an attractive display counter 
near the entrance. Second, he placed 
the counter at a 15 degree angle to 
the wall so it faced the doorway. 
Third, he added a variety of new 
items to the baby gift stock. 


Don’t just shift a department 


“Naturally, merely moving a de 
partment from one place to another 
was not enough,” says Weisberg. “We 
expanded our inventory to include 
many interesting gift suggestions, to 
focus more interest on the line. We 
added many clever and unusual items 
to stimulate curiosity and lead the 
customer to ask questions. 

“One of our best sellers, for ex 
ample, is a plastic pig which holds a 
sterling fork in one hand and a 
sterling spoon in the other. This 
unit, combining cartoon humor with 
the appeal of sterling, is an excellent 
impulse item.” 

Another popular item at Lee’s is 
a tiny sterling “pusher,” resembling 
a miniature snow plow, which helps 
the baby push his food into a pile 


so it is easier to pick up with a fork. 
PLEASE TURN TO PAGE 122 
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These Reed & Barton Sterling Patterns Are 


Making Sales Records Country-Wide! 





SILVER WHEAT CLASSIC ROSE SILVER SCULPTURE TARA 

6 pe. setting, > $2.50 6 pe. setting, 933.50 6 pe. setting, >34./5 6 pe. setting, > 4.75 
Four big successes in a row! kor now lara jon \I pre tested ce ITS these tous patterns are not 
Reed & Barton 5 Silver VU heat. ( lassi 10S and huist hirst in surveys hut hrst in sale Sas we i} 
Silver Sculpture in the nation's top-selling group [hats the remarkable success story behind 
of new sterling silver patterns .ced & Barton's four newest st rling designs 


*Knife fork leas poon sup spoon salad fork butter spreader Federa | ax incl 


JIRJIEJIEID & IBARTON 


SILVERMASTERS SINCE 1824 ¢ TAUNTON, MASSACHUSETTS 
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building on an OLD FOUNDATION 


Even a 68-year reputation isn’t enough if you want 
to grow with your community, A Pacifie North- 
west jeweler remodeled his venerable store so ex- 
tensively that only his name and location link him 


to the past. The accent is on newness. 


A floortoceiling remodeling made jeweler René Bloch’'s Port- 
land, Ore., store one of the most modern in town. Through the 
all-glass, store-high glass doors full visibility is possible. Inside 
his store, Bloch placed an irregularly-shaped canopy just above 
the top of the wall cases. Spotlights are attached to this canopy, 
which harmonizes in color with the ceiling and wall cases. 
Modern display cases are placed on slender wrought iron legs. 
For showing watches and fine jewelry, Bloch installed sit-down 


units to accommodate customers most comfortably. 
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* Jeweler René Bloch is currently enjoying the distinc- 
tion of running one of the oldest—and newest—jewelry 
stores in Portland, Ore. 

Bloch, owner of Dan Marx & Co., 511 S.W. Broadway, 
brought about this situation when he remodeled his store, 
modernizing it to such an extent that little of its former 
physical appearance remains, Though the 68-year-old 
jewelry firm’s sales volume had been more than satisfac- 
tory, Bloch felt that a number of improvements were nec- 
essary to keep pace with the growth in Portland’s popula- 
tion and buying potential. 

Specifically, Bloch felt that the remodeling should ac- 
complish four main objectives: 

(1) Improve the appearance of the store front, making 
it more attractive to passersby. 

(2) Create a more informal, intimate atmosphere 
inside the store. 

(3) Provide better illumination of merchandise. 

(4) Provide a flexible arrangement of display cases 
and counters. 

“Our aim was to make our store neat, but not too 


ornate or modernistic,” says Bloch. 


Simplicity is the keynote here 


In keeping with this overall goal, the new facade of 
the Dan Marx store is comparatively simple in design. 
Constructed of blue squares, it features a large sign 
reading: “Dan Marx . . . Jewelers Since 1888." The dis- 
play windows on both sides of the entrance, slightly 
angled to offer a better display of merchandise, also are 
built along simple lines. 

A series of recessed spotlights in the window ceilings 
provides an even distribution of light on the items dis- 
played. The back walls of the windows are lined with 
black velvet which sets off the glittering merchandise and 
provides an excellent background for the illustrations 
the firm occasionally uses. 

One of the most important changes in the store front 
was the installation of all-glass doors. Extending from 
floor to ceiling, they afford passersby an uninterrupted 
view of the new store’s interior. Hour-glass shaped 
“push” panels on the doors are painted a gray-blue shade 
to break up the colorless expanse of plate glass. 


To create a more intimate atmosphere in the store, 
PLEASE TURN TO PAGE 124 
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TOASTMASTER Offers 
Free Sales Aids to Help You Cash In 
On This Tremendous Market 


Bridal gift business is no part-time affair! As the chart below indicates. 
the demand is almost constant, the year round. Approximately 1.550.000 





marriages will take place this year alone. And over 80% of these brides 
will receive toasters as wedding gifts. Most important, this year as always, 











the Toastmaster Toaster will be the preferred bridal gift. And powerful C. 
national advertising is increasing this preference all the time! Z | 

Month after month, we're creating sales through colorful ads | \ 
in such popular magazines as The Saturday Evening Post, Look, True ‘a rf / 
Story, Better Homes & Gardens and the Farm Journal, In all the major cD IA . ld j 
bridal books our ads are pre-selling the bride-to-be. Capitalize on 7 ~, wey 






this gigantic pre-sold market! Order these free sales aids 


Put them to work on your counters and in your windows 


Get Your Share of 
This Profitable Vear-Round Bridal Business! 


(Estimate of marriages for 1956) 


Ist Quarter 2nd Quarter 3rd Quarter 4th Quarter 
Jan 6.5 April 8.5% july 8.3% Oct. 8.0% e ° 
Feb 7.0 May 9.1% Aug. 9.99 Nov. 7.7% Gf // ky 
March 6.0% June 11.04 Sept 9 19 Dec 7.7% 
(Searce: National Office o ‘Hal Matisia 
ee env Oe ee Vielel ha aelM-lel-14-)-1), ba- 


ee ae 
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WINDOW STREAMERS 







COUNTER PIES 





BRIDAL AWM 





ACETATE WINDOW STREAMERS 


. backed by a powerful advertising program! 


—— fs ~ /! j ae = ai 
i & < fa Merny “ : | . ~ 
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te 


Make Your Store a Gridai Gitt Center! 


Order Your Free Saies Aids Now! 


caliente eee cee ee ee ns 


Only Toastmaster 
offers a complete 


line of automatic and . 
Powermatic toasters Nothing to Buy! Everything s Free! 
from $17.50 to $39.50 TOASTMASTER PRODUCTS DIVISION 


McGraw Electric Company, Elgin, tll. 


Please rush the bridal merchandising kit, postpaid / 
TOASTMASTER | « 
Store Name - 
Shitemalte Hp yplianed Soret Raa : 


“Tosstuseren™ is « registered trademark of City... saeemsmeapniemans a — = Mate — 
MeCrew Electric Company, Kigin. lilincis. © 1956. 





ror May, 1956 107 





VALLE 


THE NEW PRESTIGE PROFITMAKER 


IL America's leading silversmiths since 1831 


The traditional pride, skill and integrity that has 
made Gorham synonymous with sterling leader- 
ship for 125 years, now is continued in this new- 
est product of Gorham research. 








@ EASIER TO USE 
. GC : @ GIVES BRIGHTER LUSTER 
: fe SP @ CLEANS QUICKER AND MORE 
Me THOROUGHLY 

@ PLEASANTLY SCENTED 


~ SILVERSMITHS @ SAFE — PURE AS ANY POLISH CAN BE 


@ WORTHY OF THE NAME GORHAM 


p 1 | . H Suggested retail price +] .00 


(16 OZ. SIZE BOTTLE) 


A silversmith’s polish Dealer price per dozen 16 oz. bottles $6.50 per dozen, 
' with freight prepaid to all points in Continental United 
prepored for home - States on orders of $26.00 (4 dozen) or more. 


vse by America’s 
y 


leading silversmiths | ATTRACTIVE PRICES AVAILABLE 
ON QUANTITY PURCHASES 


Write for 


that 


THE GORHAM COMPANY 


an ie : . j 


PROFIT PACKED 
SALES AIDS, TO00 
with initial shipment 
1. Attractive space-sav- 

2. Consumer folders. 


"TRADE MARK 
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Pomel SILVER.... 


a 
{ * 





> 


No 5044 





ILVERPLAIED FOOTED SHELL DISHES 


ale Wi 
gaps 


POOLE’S POWERFUL 

YEAR-ROUND PROMO- 

TIONAL PROGRAM in- 

cludes advertising in Amer- 

ica’s leading magazines — 

PLUS sales helps for you. 

Beautiful catalogs, sales com- 

ihe. 4.) ome ao pelling direct mail folders 
. and FREE newspaper mat ad 

= ae : Service. 





Tee e ta SILVER SINCE 7a e 





Creates 2 things for YOU 


THE FINEST STERLING 
and SILVERPLATE 


HAPPY, SATISFIED CUSTOMERS* 
(especially Bridal customers) 


Your biggest asset is the goodwill of your satisfied customers. 
They give you constant sales and profit. Poole Silver helps to 
build this goodwill for you by making the finest silver and 
pre-selling it for you with a year-round program directed to 
the growing bridal market. 


ALL ITEMS SHOWN ARE NEW AND WILL 
BE AVAILABLE FOR JUNE BRIDAL SELLING 


POOLE SILVER COMPANY, INC. TAUNTON, MASS. 


NEW YORK PHILADELPHIA CHICAGO 
366 Fifth Ave. Washington Square Bidg. 29 E. Madison &. 


No. 996 SOLID STERLING GRAVY BOAT AND TRAY No. 995 SOLID STERLING SUGAR AND CREAMER 


No. $035 SILVERPLATED BUFFET DISH No. 411 SILVERPLATED BUTTER DISH 


with Revolving Cover and glass insert 
’ 





Left—-Large-capacity soup tureen and 
stand in gadroon shape in Spode Imperial 
undecorated earthenware may be retailed 
for $24. The design just added to stock 
by Copeland & Thompson, Inc., New York. 


Far Lejt—*Lily of the Valley” pattern 
enriched with gold decorates this 

12-0z. highball glass by Ceraglass; set 

of eight may be retailed for $4.50. 

From Vincent Lippe Corp., of New York. 


Lejt—Sprays of fern and flowers hand 
enamelled on dove gray rim—‘“Reflections” 
pattern from the Castleton Studio; 5-pe. 
place setting may be retailed for $75. 

By Castleton China, Inc., New Castle, Pa. 


Far Le{t—Leaves in soft pink echoed in 

gray with black traceries—the “Phantom 
Leaves” design on Contura shape in Baronet 
china; 5-pe. setting retails for $8.50. 


rom Fisher, Bruce & Co., Philadelphia. 


Left Border resembling a tapestry 

of tiny stars—“Galaxy” is done in tur. 
quoise on white; “Astral” in pale mist 
green; 5-pe, setting retails at $17.75. 


From Haviland & Co.. Inc.. of New York. 


Far Left—‘Floral Beauty” decoration in 
Raynaud china from France shows sweeping 
spray of delicate spring flowers with gold 
edge line; 5-pc. setting retails at $12.95. 


From France Energic Corp., of New York. 


Table top fashions... 
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Right 


shape in English bone china has a center 


“Auriel” pattern on the coupe 


design printed in gold, finished with gold 
trim; 5-pe. setting may retail for $19.95. 
From Doulton & Co., Inc., of New York. 


Far Right—From France, this Chevallier de 
Castagnon knight of the medieval period 
fashioned in a crystal perfume bottle of 
two-ounce capacity; it may retail for $1. 
l'rom French Glass Co., Inc., of New York. 


Right—Imaginative flower design done 

in soft blue and brown—new “Wyndcrest” 
pattern on coupe shape, finished with a 
platinum line; 5-pe. setting, $18.95 re- 
tail. By Lenox, Inc., of Trenton, N. J. 


Far Right—Former Good Design award win- 
ning Royal Leerdam glass vase from Holland is 
now made in limited edition in smoky white 

14” in height; gift boxed, retail $12.50. 

From A. J. Van Dugteren & Sons, Inc., N. Y. 


Right—*Stellar” design in Impromptu 
dinnerware is done in subtle tones of soft 
gray with dove green and apricot gold; 16- 
piece starter set may retail for $18.95. 


lh rom Iroquois China Co., Syracuse. N. Y. 


Far Right—This five-light sconce is ob- 
tainable in black wrought iron and brass 
to retail for $8, and in brass plate and 
brass or patina and brass, retailing at 
$9. From Prvor & Co.. Los Angeles, Cal. 





































and home accessories. 
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Is it important to aid customers 
in coordinating table appointments? 


How can store sales people become 
“experts” on the subject? 


Is such a customer service effective 
in building sales and good will? 


THE ANSWER 


what 


IN STERLING, 


a average customer is frequently lacking in 


confidence when it comes to choosing the right china 
and crystal to go with silver —and vice versa. This is par- 
ticularly true of the customer who has recently reached a 
higher income level and is in the market for quality table 
appointments for the first time. Today she has the money. 
But she needs advice. Naturally, she turns to the sales clerk. 
If the sales clerk is uninformed —a sale can be lost. If he 
gives the wrong advice —expensive returns and ill will for 
the store can result, 

Obviously, here is the golden opportunity to inspire con- 
fidence in your store and increase sales, The starting point 
of the sale should be sound advice in selecting the right 
sterling pattern. Since sterling is the table-top appointment 
that will be used for a lifetime, it is the most permanent 
pattern choice and should be selected first. Suggestions 
should then follow for coordinating china and glassware 
to the silver pattern. By giving your customers the right 
advice as to what goes with what in table-top fashions, 
you not only create a satisfied customer, but one whose 
good will and patronage you have secured for life. 

There are rules to follow which can make table coordi- 
nation less hazardous for the customer and ultimately pay 
off in more sales for your store. Remember, if the customer 
is depending on you to help her set a beautiful table, you 
had better be right in your recommendations. There is 
strong evidence that customer-counselling on table-top co- 
ordinates produces more sales of silver and china and stem- 
ware no matter what kind of price competition you may 
be facing. Now the question is—how can your store supply 
this service? 
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TO BETTER SELLING 


goes with what 


CHINA, CRYSTAL 


IS KNOWING 





By ROSANNE AMBERSON-—Amberson Associates, New York 


Can it be left up to sales people? 


Yes! Your present bridal counsellor, silver, china and 
crystal personnel can all do a competent job of suggesting 
the right coordinated patterns and designs and can cross- 
reference customers to proper departments. With less than 
twenty minutes training your present sales force can be- 
come completely qualified authorities on what goes with 
what on top of a dining table. 


What suddenly makes everybody an expert? 


The answers are all in a remarkable counter book, a unique 
selling aid already in use in hundreds of stores and schools 
throughout the country. Writing in the December issue of 
Crockery & Glass Journal, Lditor Shirley Howard said: 
“This (Gorham) counter book actually solves sales train- 
ing and table coordination in one package .. . Retailers we 
know who have established, with the book or otherwise, 
an interdepartmental method for table coordination report 
increased sales since the inauguration of the system, Is 


there a better recommendation?” 


Here’s How it works 


The book, leatherette bound and lettered in silver, lists 
over 400 china patterns and 200 crystal patterns. These 
patterns are keyed for coordination by types of design 
with 18 Gorham sterling patterns. The plastic-laminated 
pages are cut in three sections so that the customer, having 
selected her design type in silver, can flip the china and 
glassware pages until she finds the patterns that go best 
with the sterling she prefers. These types can be easily 
translated into specific patterns carried by the store. China 
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Easel-backed counter book shows china and glassware pat- 
terns by type, keyed for coordination with sterling flatware. 


and stemware patterns of all leading manufacturers are 
listed by type, name and manufacturer in the back of the 
book. The Gorham Company, in cooperation with china 
and crystal houses, brings these listing up to date annually. 

Kighteen months of research by a New York consulting 
agency went into the preparation of the book, titled “Beau- 
tiful Tebles —How to coordinate sterling silver with china 
and glass.” 

When bought for store use, the price is $10. Store name 
imprint is available for an additional $1.50. When bought 
by a retailer for presentation to schools, Gorham shares 
the cost and the price drops to $5. Direct your inquiries 


to The Gorham Company, Providence 7, Rhode Island. 
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China 
Glass & 


Giftwares 


by MADELINE LOVE 


“40 YOU need ideas to help you sell more china and 
glass 7 


Of course you do, Every retailer always needs 
selling ideas, merchandising ideas, promotional ideas. 
Some jewelers develop such ideas for themselves and 
prefer it that way. But many more have learned to look 
to the manufacturers for help, and never before has 
such an abundance of help been available from these 
SOUTCES, 

from modest counter cards, this help has developed 
into complete selling programs, certainly aimed at build- 
ing sales of the particular line involved but at the same 
time having the effect of widening interest in fine china 
and glass generally. 

Castleton China, for instance, has just brought out no 
fewer than three promotional kits designed to help the 
retailer in those many angles of china merchandising. 
One is directed toward the 1956 graduate, another is 
based on the new club plan, and the third helps the 
retailer promote the semi-annual replacement sale of 


inactive patterns, 


Many sales aids for the retailer 


All offer counter cards, suggested letters, radio talks, 
television copy, advertising copy and mats, publicity 
releases-—-everything the retailer needs for a sound mer- 
chandising job. In addition, Castleton also has a new 
booklet on “What You Should Know About Fine Ameri- 
ean China,” which is directed to the consumer through 
the company’s national advertising. 

Fostoria Glass has two new promotional kits, too 
one of them based on the new “Radiance” design created 
by Raymond Loewy Associates and the other built 
around the extra sales in wedding gifts. Tied in with 
lostoria’s advertising in “House Beautiful”, “House and 
Garden”, and “Living for Young Homemakers”, the 
kits include mats and art work for newspaper advertising, 
leaflets, sales training ideas, display cards and lighted 
units for counter or window, and other ideas. 

Another promotional angle is emphasized by Syracuse 
(hina, which is beginning to send out material on the 
background story of their patterns—starting with the 
new Syracuse Blue designs. And the factory is also letting 
its dealers know when and where national advertising 
on certain patterns will appear, giving the retailer plenty 


of time to tie in with store promotion, 


116 


Lenox has a new mailing piece too, done on coated 
paper and printed in full color. It shows two of the new 
patterns, “Wyndcrest” and “Alaris”, as well as the new 
coffee mills and dessert bowls. And Jackson China is 
widely expanding its national advertising and _ pro- 
motional program in the belief that “the potential market 
in the fine china field has not as yet begun to be 
scratched,” 

Do you need ideas to help you sell more china and 
glass? These are some of the many places where you 


may obtain such help. 


s" LAWRENCE Oxtvier (1.). voted the best British actor 
of 1955 for his performance in “Richard III,” re- 
ceives his Wedgwood plaque, the British Film Academy 
Award, Presenting the plaque is John M. Wedgwood, 


deputy chairman of Josiah Wedgwood & Sons, Ltd. 


* = % 


Bleme e and highly individual table settings created 
+ by architect Alexander Girard were previewed by 


the press on April 3 at the Georg Jensen store in New 
York, in an exhibit which remained open to the public 
until April 21. 

In designing the eight tables, Mr. Girard identified 
each with definite characterizations and occasions from 
a “husband and wife in their forties” to a buffet supper 
given by an artist and his wife with “Italy in the back- 
ground.” Building each setting around such an idea, 
he not only drew upon the Jensen collections and his 
own possessions but created new designs in linen and 
china. The dinnerware designs, done on white German 
china, set a main theme in brilliant color in the center 
of the dinner plate and carried the idea through without 
duplication on the other pieces, with the bow! of each 
cup in solid color. This ware is available solely through 
lensen s. 

Brilliant color appears also in the new linens designed 
by Mr. Girard, some of them in oversize mats in which 
various colors are used to hlock out the areas where the 


elements of the setting are placed. And Mr. Girard did 
PLEASE TURN TO PAGE 124 
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fresh new,ldea in china advertising’ 


“the turnover china” 













Castleton China's big new full- Talk about turnover —Castleton’s got it! You'll see it in Castle- 
, ee ton’s bold new national advertising. Striking full-color ads 
color campaign appears in: | ponies 

that drive home this point: “It’s a human trait to look for 
the name on fine china. If it’s Castleton, of course you 


Adies Home ) - 
I Hon know—and so do your guests. there’s no finer china made. 
Journal 


eee 7 Talk about turnover—-you've got it with Castleton! Castleton is 
5 million circulation 





Biggest china-buying a prestige name women know and value . to help you 

audience in the worid! profit with ‘Turnover’ Castleton offers you consumer- 
tested pattern beauties that sell... the strongest merchan- 
dising promotions. .. the best deliveries in the china business! 

Bride's You profit most with the line that ‘“turns-over’’ most. 





458.000 circulation 


3 issues ) t 
1 out of every 2 brides & hag 
in top buying markets \] ] [ 1() N\A 





R 
pied 
f, 


i. : * 
at’ 3i CASTLETON CHINA, INC., Dept. 3B, 


Member, American Fine China Guild 


tox 120. New Castle. Penna 
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Poniivtvasits jeweler Rob. 





ert M. Tyack considers this 






4 eR ee 


little table (helow) one of 






the most important pieces of 






equipment in his new sore. 






He not only encourages 






shoppers to browse in hie 






china, erystal and silver de- 






partment, but to set the sam- 
ple table to their liking. A 
look through his store 
(right) shows ite spacious. 









ness. Lack of expansion po- 






tential in his old location 







was one of the chief factors 





in hie decision to move. 





MAKING IDEAS 








In a new location, the owner of a 70-year-old 

















Pennsylvania firm was able at last to fulfill his 
by Jeweler Robert M. Tyack dreams for new merchandising methods and more 


Reading, Pennsylvania 
customer services. 


° When we opened our new store in Reading, Pa., early 





last summer, we were finally able to give our customers 
three things we had been dreaming of and hoping for 
through years of waiting and planning. 

These were: a self-service china, silver and crystal de. 
partment where women could actually set a small table 
to their taste; more store space, where we could put new 
lines and expand our current lines, and a private lot that 
would relieve our customers of the really bad parking 
situation in our community. 


For nearly a quarter century, we were in business at 
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111 Penn St. before we moved around the corner to 141 
\. Sth St. Actually, we went from one busy shopping 
street to another, continuing a business that my father 
started 70 years ago. 

In our previous store, we had given just as much room 
as we could to china, sterling and crystal, but space limita. 
tions kept us from carrying out the ideas we had for 
making a good business even better. 

In our new location, we have four times as much space 
as before. Now, we could install our china, silver and 
crystal lines in their own area, which was laid out and 


decorated like a dining room. 





The setting for this important department included 
green wall-to-wall carpeting, mahogany display cases that 
made all the merchandise open for viewing and handling. 
gray walls and white ceilings designed to reduce noise to 
a minimum. These elements work together to make this 
department attractive to the women who want to choose 
tableware at their leisure. 


If they want sales assistance, we are delighted to sup- 
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COME TO LIFE 





ply it, of course, If not, Tyack's encourages them to 
spend as much time as they wish, looking at the variety 
of merchandise by many manufacturers, choosing set- 
tings that catch their eye, and most important, arranging 
their chosen pieces on a small table, 

We know how important it is for a bride-to-be, or a 
married woman who is replacing her old tableware, to 
have a good selection of china, crystal and silver and to 
he able to experiment with different arrangements, 

In less than a year, we ve had excellent results. Often, 
people have come in to look around, then Iwo to four 
weeks later, they telephoned to place e their order. 

The litthe drawbacks this system creates for us are 
negligible. Certainly, the pieces get marked with finger- 
prints, but that is easily remedied. And there has been 
so little breakage that we just ignore it. 

I know that many other stores offer a bridal registry 
system and a self-service arrangement in the tablewares 
department. But I don’t know of another jeweler in this 
Pennsylvania Dutch area that provides a dining-room 


, ¢ vs . 7 
ad +A ; 








.. + Especially when you're selling beautiful table settings to 8,000,000 young women under twenty 


These girls are acquisitive young women... wanting, needing the finest in life. Soon-to-be brides 


(18 is the peak marriage age for U. S. women) they’re selecting engagement rings . . . collecting heir- 
looms of the future today — china, glassware, sterling (1,400,000 already own silverware!). 


They're America’s fastest-growing market. They're big buyers — spending fabulously on the products 
they learn about in the one magazine that dominates their buying .. . SEVENTEEN. 





seven een OUMOUM 


488 Madison Avenue, New York 22, N. Y. 
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For Mother...on Her Day! 


For Sweet Girl Graduates, too . . . you'll find no 
faster-selling gift item than these beautifully-styled 


CLUTCH PURSES 


by Merz 








# 29.101 
In White-and-Gold Brocade, 
for evening wear. 
Retail approx. $3.95 ea. 
# 29-100 
Same style in Fashion Stripe or Plaid. 
Retail approx. $2.95 ea. 


7 
. . « . 
? 
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# 29-115 
Genuine Top-Grain Cowhide 
in pastel Pink, Nile, Maize, 
Copen, or White. 

Retail approx. $3.95 ea. 
Same style available in Bro- 
cade, Fashion Stripe, and 
Plaid. At approx. $2.95 and 
$3.95 











nobel! ie ae 
Look 
for 


this oe gl, J 
me trade Cn eed . oe oe ee 


mark! 


F. 0. i . R 1 4 CO. Complete line on display at all 


Gi Ss O' } Ot ) wvnen 
104-6 N. 63rd Street, Philadelphia 39, Pa. zilt shows, one & Our SEEReS 
225 Fifth Avenue, New York 10, NOY”. showrooms send for sompie 


101 Tremont Street, Boston, Mass assortment and illustrated tolders 





270! Ponce de leon Boulevard, Coral Gables, Fia. 
1506 Merchandise Mart, Chicago 5S, Ill 





Cn 25th Noav-1994 1956 
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“Angenta”’, .. BY FRANCONIA 


One of the loveliest Jeweler's patterns 
ever created! 
The grandeur of the Renaissance is captured in the delicate 


tracery of the Acanthus leaf border in soft blue-greys on pure 
white translucent porcelain accented by rich Platinum trim. 


5-pc. Place Setting: $13.95 Retail 
(Slightly higher South & West) 


@ WRITE FOR COMPLETE DETAILS 


TRIMAN C. RUPPER, ot. © New york 10. w. Y.| 


A bay sor nigbt 
er 


Regardiess of the gifter™ | there. ii ere is a” 
Lindley box for every need. Styled woe 
fo sovetime, money ond spess--™s-~ 
Lindley folding bex beavtifgity answers 
foday + modern giltwore packaging 
requiremetts. There is a complete 

line in while-—so right for ‘every 

gift occasion in the year, 

Write for samples ond 

iNivetrated catalog, 


hobbeon 
dishes, . deep 
bowls, toys, etc. 


indlley 


BOA AND 


1737 West 2nd S?., Merion, indiene | 


A DIVISION OF MORRIS PAPER MILLS 








Swiss Retailers Sponsor Campaign 
To Keep Jewelry Sales in Jewelry Stores 
Retail jewelers in Switzerland are faced with many 
problems similar to those encountered by jewelers in the 
United States. To keep jewelry sales in the jewelry stores, 
rather than let them drift into other types of outlets, the 
Association of Swiss Retail Jewelers sponsored an insti- 
lutional advertising campaign, cooperatively paid for by 
its more than 1000 members. 
This series of advertisements in Swiss newspapers 
has played a major role in their successful bid for con- 
sumer watch purchase dollars. 


Aim: to keep watch sales in jewelry stores 


In a country whose population is only 4.7 million peo- 
ple, and whose leading industry is watch manufacturing, 
to influence consumers to purchase their timepieces from 
specific retail outlets presented a difficult problem. It 
was met with the institulional campaign, the objectives of 
which were to gain public recognition of the Associa- 
tion's symbol of dependability and to keep watch sales 
in jewelry stores. 

leatured prominently in Association advertisements, as 
well as those placed by individual members, and high- 
lighted in store display, the symbol has proven its worth 
in creating store traffic for all jewelry purchase. 

Identification is not the entire story, however, for the 
Association set out to bring watch sales into the stores. 
To do this, it employed comic strips and other advertising 
techniques in its newspaper campaign. 

To create sales for new timepieces in face of tech- 
nological perfection, the consumer is encouraged in the 
advertising series to be modern, to keep up with the 
times by replacing the watch he bought years ago, with 
a fashion-right, modern model. Illustrations compare 
the old with the new 

A third phase of the campaign stresses the folly of 
trusting one’s watch to an amateur repair man, The 
fourth approach used is purely educational, 


BRINGING UP BABY GIFT SALES (from page !04) 


“We offer this piece to friends or relatives of new 
babies, who want to give something unusual and sur- 
prising, Weisberg declares. 

In addition to these novelty items, Lee’s carries more 
than two dozen standard baby gift items and an exten- 
sive inventory of necklaces and identification bracelets. 

The selling philosophy at Lee's is to regard each cus- 
tomer as a baby gift prospect, inasmuch as each of them 
most likely has friends or relatives with babies in the 
family. In the rare event that a customer does not notice 
the prominently-located display counter, one of the sales- 
people points it out, with a suggestion to remember Lee’s 
extensive baby gift inventory when a gift-giving occa- 


sion arises. 
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16 pe. starter sets 
retail from 
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real china for everyday use 


LIFE 


13 TIMES IN 7 MONTHS 








$12.95 


real china at earthenware prices 


fast turnover—full 50% profit 
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\\ GEE my “ 
£ SSeS REEERRA A ETE -~ 
Ovenproof! 


Bake on it 
Serve on it 








Dishwasher 
proof! 
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Kiddieproof! One Year Warranty! indoor-Outdoor'! 
Service weight for Free breakage Use it anywhere 
extra strength replacement 


Choose from seven patterns and Terris White MAI [ TH | S CO U PO N TO DAY 


ferris White—-$12.95 


Calico Leaves——-$18.95 
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(ome wm see ee ——?* 
Peter ‘Terris 
Division of Shenango China, Ine. 
Dept. PT-3 | 
Box 120, New Caatle, Penna. 

G : | 
ventlemen: 

Please send me complete information on Peter } 
Terria China and all the FREE promotional 
material available including newspaper mata, 
radio-T'V scripts, card displays and FREE 

fired display plate and rack REE with 
opening order of four-16 pe. starter sets ' 
Store name 
Street address | 
City Zom State } 
By 7 
Tithe : 
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THE VPFINE ENGLISH 


DINNERWARE 


Fine English Earthenware 
ENGLAND 


English Bone China covtiancs cums 


Lowestoft Stone China 
e -Chinw 


Made in England by W.T, CorptLanb & Sons, Lp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC, 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 








“LOW FLIGHT” 
by 
HEINRICH & CO. 


Brilliant brown yellow and lavender bird 
hovering over gray and yellow grasses pre- 
sents gay color contrast on coupe shape in 
: : . : 1,” 
pure white, fine Bavarian china with 104% 
plate. 
5-pe. Setting: App. $10.00 retail. 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 £. 2380 ST., NEW YORK 10, WN. Y. 


712 $. Olive St. (Merch. Mert) 44 York S$ 
Los Angeles, Calif Terento, Ont.. Canada 
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BUILDING ON AN OLD FOUNDATION (from page 106) 


Bloch installed an irregularly-shaped canopy just above 
the top of the wall cases. In addition to lowering the 
high ceiling, it adds to the interior design by softening 
the straight lines of the balcony, which is not used as a 
sales area. 

Attached to the canopy are spotlights which provide 
additional highlighting of the display cases. Painted a 
light pink, the canopy harmonizes with the light blue 
and blue-gray of the ceiling and the soft pink lining of 
the wall cases and display counters. 

Another of the problems overcome in the remodeling 
was that of inadequate illumination. Dan Marx & Co.'s 
new store has, in the main, solved its lighting difficulties 
through the use of hanging and recessed spotlights, lo- 
cated in key areas. In the center of the store, in the area 
not covered by the canopy, Bloch installed a series of 12 
spotlights. Running in a line from the front to the rear 
of the store, they provide additional illumination of the 
watch and fine jewelry lines. 

Perhaps the store’s most effective type of illumination, 
however, is provided by fluorescent tubes concealed be- 
hind foot-wide panels of frosted glass. These units add 
to the store’s intimate atmosphere by providing a soft, 


unobstrusive light. 


Modern display cases are striking 


One of the most effective features of the new Marx 
store is the arrangement of modern display cases. The 
cases, fashioned of dark wood on thin, wrought iron legs. 
have waist-high display areas. They can easily be moved 
to provide special displays in conjunction with various 
promotions during the year. 

To provide a suitable setting for watches and fine 
jewelry, Bloch uses special table-like units with very 
shallow, glassed-in display areas. At each of these unique 
display units there are chairs for the salesperson and for 
the customer. This convenience, and the unhurried sales 
discussions it makes possible, has proved popular with 
customers and has helped increase sales for the firm. 

Despite the thoroughness of the Marx remodeling, one 
of the old fixtures was purposely left unchanged. This 
was the pedestal sidewalk clock. Painted a deep maroon, 
the old clock is topped by a neon sign bearing the firm 
name. 

Though a remodeling of this extent generally means a 
temporary loss in business while work is going on, Bloch 
capitalized on the disorder in his store by running his 
first major sale in 15 years. “We are remodeling our 
store... but we are open for business behind the barri- 
cade,” ran the headline of the page-deep, 3-column news- 
paper ad announcing the sale. 

Bloch also capitalized on his modernization by holding 
the store's grand opening on the day of Portland's annual 
crowd-bringing “Fairy Tale” parade, He extended invi- 


tations through ads in the local newspaper. 
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Few gifts are more exciting, more unusual, more per- 
sonal than Barbara Bates Manicure Sets. Graciously 
styled ... expertly crafted, these Barbara Bates 
exclusives are ideal gifts for weddings, graduation, 
anniversaries, birthdays and going away gift. Feature 
them prominently in your windows and gift sections. 


—~ | yr <<) 
| WW 3 Their beauty and sparkle turn casual shoppers into 
ar 
ge | 


impulse buyers. Sold direct to better retailers only. 


Your request for literature and prices of the new 1956 
Barbara Bates Manicure Sets is welcomed, 


611 Crystelle $10.00 612 Vanette $10.00 
602 Groomette 5.00 620 Midas Mesh 25.00 
605 Glamourette 6.75 607 Sparkle 7.50 ar ate, 
600 Pixette 3.75 609 Heiress 8.00 ri 
613 Elegance $12.50 
All prices are retail plus Fed. Tax C. J. BATES & SON © CHESTER, CONN. 








WINSOME 
CHARM 


in-stock service! 
Prompt delivery! 


No packing or cartage 
charge! 
100% profit! 


Nationally advertised ! 
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Johannesburg Jeweler’s Windows 
Display Gifts from Many Countries 
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Katz & Lourie Ltd., Johannesburg, South Africa, displayed 
American-made goods in its Diamond Jubilee Year promotion 
of merchandise from countries around the world. 


— 


Retail jewelers’ appeal to internationalism-—expressed 
in increased traveling and greater interest in the products 
of foreign cultures—apparently is itself an international 
idea, 

It was, certainly, for Katz & Lourie Ltd., of Johannes- 
burg, South Africa, This jewelry firm ended the cele- 
bration of its Diamond Jubilee Year with a series of 
display windows showing appropriate merchandise from 
many countries, 

kach of Katz & Lourie’s 11 main display windows 
had a background motif typical of the country whose 
goods were shown. 

One window was devoted to the United States. Mer- 
chandise on display included pitchers, goblets, leather- 
goods, cameras, electric razors, radios, manicure sets 
and electric broilers. The background panel showed the 
New York skyline, surrounded by sketches of the Capitol 
in Washington and scenes reminiscent of Hollywood, the 


Southwest and other areas of the country. 


CHINA, GLASS & GIFTWARES (from page 1/6) 


not hesitate to use together different styles and designs 

lor instance, a luncheon table of soup, cold meats and 
cheeses served in enamel and copper bowls on silver 
plates, together with delicate ash trays in Royal Copen- 
hagen porcelain. Modern and traditional appear together 
with, perhaps, several different styles of flatware used 
on the same table. 


+ % % 


Hn HOLDING, president of Gense Imports, Lid.., 

of Branchville, N. J.. has announced that his firm 
and its affiliate, Gense of the West, Lid., of Redwood 
City, Calif., have been named United States representa- 
tives for the Canton line of cast-iron cookware made by 
Klafrestrom Bruk, of Sweden. Together with the Gense 
line of stainless steel flatware and hollowware, the Canton 
pots will be on display in New York at the office of 
J. Andrew Squires, 23 EL. 26th St. 


* . * 


A™ paY has been added to the schedule of the 
Chicago Gift Show this summer. Opening July 29, 
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it was originally set to close on Wednesday night, August 
&, but hold it 


following day, at noon. The show will be open both 


it has been decided to open 
Sundays but will be closed on the intervening Saturday. 
* * oa 

I Vonroe FIsHer, president of Fisher, Bruce & Co. 

* Philadelphia china and glass import house, sailed 
April 6 on the Liberté with Mrs. Fisher for a visit with 
the factories abroad which his company represents. They 
will return in mid-June after visiting England, Sweden, 


Germany, Italy and Portugal. 


Watch Co., has been named sales manager of Castleton 


i1LL1AM H. Rice, who for the past four years has 
been special sales manager for the Elgin National 


China. Inc.. of New Castle. Pa.. responsible for the 
for Peter 


china, and handcrafted Studio china. J. Leo Dowd, vice 


sales program Castleton fine china, Terris 
president in charge of sales, has announced the former 
sales manager, Rolland H. Rahr, will undertake district 
field sales work. Before going with Elgin, Mr. Rice was 
associated with Foote, Cone and Belding, advertising 
agency, as merchandising coordinator for the Swiss watch 


industry. ee 





Thomas |. Wells 


Harold E. Bain 


Wo new made by 


rT 
Syracuse China. of Svracuse. N. Y. Thomas |. Wells. 


who has been covering the southwestern area for the 


sales appointments have been 


past seven years, has been promoted to central regional 
manager supervising four territories, and Harold Ek. Bain, 
who joined the sales force in February, has been named 
sales representative in the Central Atlantic area, covering 
Maryland, Virginia, North Carolina, West Virginia and 
Kentucky, with his headquarters in Washington, D. C. 


- rar 


the promotional division. 


HE Stetson China Co.. dinnerware manufacturers. has 
appointed Mark Ross as western sales manager for 
Vr. Ross Cali- 


fornia, Arizona, Nevada, Oregon and Washington, mak- 


Ww ill cover 


ing his headquarters in Beverly Hills, Calif. 


: ger ae 


per mills, her territory including the Eastern seaboard. 


ARBARA LevIn. New York. has been appointed repre- 


sentative for the entire line of Verity Southall pep- 


Twenty-five hundred years ago, the fashionable spoon 
had a pointed handle which served as a toothpick. 
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it’s easy! It’s profitable! 


STAMP NAMES or 
MONOGRAMS 





NOW YOU CAN RENT 
the simple, easy-to-use 
KINGSLEY 
MACHINE 

Write for details 


Kings!eg STAMPING MACHINE CO 
& “JEWEL” of LONG BEACH HOTELS 


RIGHTO 


ON THE BOARDWALK 
LONG BEACH, LONG ISLAND 


A 200 FT. PORCH DIRECTLY ON THE 
OCEAN FRONT IS TRULY AN OCEAN 
STEAMER DECK, SWEPT BY. CONSTANT 
OCEAN BREEZES; a real delight on a hot 
day or night. 


DIETARY LAWS, EXQUISITE CUISINE, DANCING, EN- 
TERTAINMENT; FREE BATHING ON A SNOW WHITE 
PRIVATE BEACH; PREE LOCKERS, BEACH CHAIRS, AND 
PREE PARKING. 


COME AND MEET YOUR BUSINESS ASSOCIATES AND 
MEMBERS OF THE DIAMOND AND JEWELRY PROFES- 
SION AT THIS UNOFFICIAL RENDEZVYOUS OF THE DIA- 
MOND AND JEWELRY INDUSTRY. SPECIAL COURTESY 
AND CONSIDERATION EXTENDED TO MEMBERS OF 
THE CRAPT. 


oo _ —— 








TEL. LONG BEACH 6-0201 





Harkin 
Plastic Molded Boxes 
Set New Sales Records for 
Manufacturers, 
Taal oleate: 


elale Miele) o)-147 


HUNDREDS of 
Stock Plastic Boxes 
To Choose From 


NO MOLD CHARGE 
For Special Boxes 


Custom-made boxses made to meet 
your specific requirements without 
mold charges. ad ws your prod- 
uct for a model, at no obligation. 
Priced Lower Then 

Mest Other Boxes 

Stimulate Your Promotion 
Give your sales grogen @ new 


lease on iife wi ese plastic 
molded boxes. They're re-useble. 


Soli sotey tor 
Rs a ye 


tHarhin Af pitictes, , Unk. 


CREATORS AND SPECIALISTS IN PLASTIC fe 
331 MADISON AVENUE . NEW YORK 17 i y 
* PAURRPAY Hii 7.7644 











Z/ (4. 7 Gh . 
Yl al ‘ Nits for my « Di adiasmsmsds 


DESIGNED BY B. DAVID 


Sell 4 and 6 necklaces at a time' 


Vi A 
y Te : 
it ote Improve your profit picture by sell- 
a See. ing this and other B. David Bridal 
designs during the spring and sum- 
mer wedding season. 
4904 
Genuine rhodium finish, fine aquetity 


Avetrian Stones, prong set. 6. Dovid 
written g@verantee with each piece 


$8.00 


Keystone 
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Customer selects tram 14 
real stones on the free & 
DAVID color selec tor 


Your customer selects from 14 
different colors and we make it 


to order for you. FAST, sure 


tach set pected in ot oral 
eed Gold Gilt Bon 


delivery guaranteed, Order sev- 
eral sets for display now. 


PROOF AGAIN 6. DAVID PRODUCTS 
HELP YOU BUILD PROFITS WITH QUALITY, 

















Manufas turer of Quality Jewelry 


2508 VINE STREET + CINCINNATI 19, OHIO 





Inventory Is Followed by Emphasis 
On More Expensive Watch Lines 


James Funk, of the Mahan Jewelery Co., Colorado Springs, 
Colo., works on the watch inventory that helped the store set 


a sales record, concentrating on high-priced models, in 1955. 


The Mahan Jewelry Co., Colorado Springs, Colo., in 
a study designed to improve their watch profits, found 
they were carrying 34 lines, taking up more room in four 
display cases than their sales warranted. 

Moreover, more than 20 of those lines had appeared 
more and more frequently in competing stores and many 
of them were being subjected to mark-down methods by 
some other retailers, a situation that particularly galled 
Mahan’s. 

One by one, the store analyzed each watch against 
such criteria as competitive action and public reception. 
Finally, it was found possible to cut down the inventory 
from 34 brands to seven—and all seven were lines carried 
by Mahan’s alone or by only one or two other stores in 
the Colorado Springs trading area. 

The store’s approach to the watch business took a new 
direction. Except for one line beginning at $71.50 retail, 
Mahan’s concentrated on watches in the higher price 
brackets, both in their Colorado Springs store and in the 
new branch store in the Broadmoor Hotel, near Colorado 
Springs. 

This appeal to persons able and willing to spend the 
money for higher-priced watches was made by showing 
only one watch at a time in newspaper advertising, avoid- 
ing duplications in window displays and stressing the 
exclusiveness of most of the items. 


The result has been an increase in dollar volume, with 
only a relatively small fall in unit volume, Mahan’s 
reports. Last year, more than 50 watches selling for over 
$200 passed over the counter at the Broadmoor Hotel 
branch, where prestige advertising and merchandising 
was particularly successful among a high-income clientele. 

Mahan’s describes the new program as “selling above 
the competition,” and credits it with establishing the 
store as a prestige store while reducing the watch inven- 


tory to a workable size. 
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WELL, IT OUGHT TO BE ADEQUATE! 


© W. V. Warren, owner of Warren's Jewelry, 3445 
Fruitvale Ave., Oakland, California, arrived at his 
store one morning recently and found a man pa- 
tiently waiting at the door. Mr, Warren opened the 
door and the man quietly followed him inside. 


“Does your store do engraving?” the man asked. 


Mr. Warren replied that it did, Then, to his aston- 
ishment, the man reached into his mouth, pulled out 
his dentures—both upper and lower—and calmly 
placed them on the counter. 

“I want my name engraved on them,” he declared 
casually. 

“Why did you want your name engraved on your 
dentures?” the jeweler asked. 

The man’s explanation was simplicity itself. In 
trying to cash a check recently, he had experienced 
some difficulty in providing adequate identification. 
Next time, he confided, he'd be ready to establish 
his identity beyond all reasonable doubt——by dra- 
matically flourishing his handsomely-engraved den- 
tures! 


Write us a note about your unusual business experience 
(literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., Chestnut 
& 56th Sts., Philadelphia 39, Pa, No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Men’s Gifts in Nautical Setting 





Thomas Long Co. [{inc.), 42 Summer St., Boston, used cork floats 

on white rope as platforms for marine figurines in this recent 

men's gift window. Cuff links, tie bers, rings, pens—all good 
suggestions for Father's Day gifts. 
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WATCH BRACELETS 






MAS SSIOE 
Wing? 


MARCASITES 
HAND-SET 
IN STERLING 


Display, sell and profit 
with ladies’ new watch 
attachments thot ore ex- 
clusive and originals! 
These exquisite watch at- 
tachments created by 
Kimler & Daniel, well- 
known manufacturing 
jeweler specializing in 
morcasite jewelry, have 
the appeal ond luxurious 
styling of diamond brace- 
lets. An added selling fea- 
ture: they expand to fil 
the wrist! 
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Each K&D marcasite ex- 
pansion watch bracelet is 
packaged in a beaviiful 
gift-presentation box, wit- 
able for all gift occasions, 


Design Pat. Nos I77.s07177.008-17700006|—ChWCWW RITE TODAY fer 
DESCRIPTIVE FOLDER and ORDER BLANK 


F R E E WINDOW DISPLAYER... 


MAT ADS and CATALOG 
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DIAMOND RING 
SALESMAN 
WANTED 


for One of the Fastest Growing 
Diamond Ring Lines in America 


lf you are an accomplished salesman, 
and can show achievement and exten- 
sive background in jewelry sales, then a 
rare opportunity awaits you here. Ours 
is an established, nationally known dia- 
mond ring line. To help you tell ‘em 
and sell ‘em, we provide a diversified 
selection of dealer aid materials. Salary 
is drawn against commissions . . . terri- 
tories are open. Give us a summary of 
ed selling experience in a detailed 
etter. All correspondence and com- 
munications held in the strictest confi- 
dence. 


Address “R, 2037,” care of 
Jewelers’ Circular-Keystone 














NEW HEARING AID 


» concealed in 
a single 


eyeglass temple 


wow! Every jeweler can 


sell Hearing Aid Classes! 


Here's @ terrific opportunity for hearing glasses sales even if you don't 
have an optical department. Our simple pian gives all details. 
Normatone Hearing Glasses give powerful, ear-level reception for natural 
hearing. Wide selection of beautiful frame styles available. You owe 
it to yourself fo find owt what hearing glasses sales can do for you. 
Write today for complete information 


NORMATONE HEARING AID COMPANY 
22 East 7th St. - St. Paul, Minn. 





Window Appeals to Bride-to-Be 


T. Eaton Co., Ltd., Toronto, Canada, made a dainty window, 
with models of children and heart-shaped supports for rings, 
all done in delicate colors, for appeal to brides-to-be. Center 
panel of the floor is pink, with blue panels at each side. Quilted 
satin heart stands are pale blue, edged with white lace. The 
girl carries a pale blue wicker basket filled with forget-me-nots, 
and the boy holds a white satin cushion with diamond rings, 


MAKING IDEAS COME TO LIFE (from page 119) 


atmosphere and encourages women to come in and set 
their table. 

We have laid heavy stress on this feature of our new 
store in our newspaper advertising, and we also have been 
emphasizing what we think are considerable improve- 
ments in our stock and service since we moved around 
the corner. 

The increase in selling space has been a tremendous 
asset, right from the beginning. There were a number of 
lines we had wanted to place in our store, but couldn't so 
long as we were confined to a small area. 

Now, with a much larger store, we have enjoyed the 
increase that we anticipated. For December alone, as 
an example, we had a 25 per cent rise in business over 
December, 1954. 

As we are operating now, with the kind of dining-room 
department we always wanted, china and glass account 
for 5 to 10 per cent of our business and sterling flatware 
for about 40 per cent—half our business, roughly, in 


table settings and allied lines. 


Their own parking lot is good for business 

Having our own parking lot has made a tremendous 
difference, too. Here is just one example: 

The president of a steel company in Reading came into 
our store during the Christmas season. It was the first 
time he had come in for a long time, and he told me, 
“Bob, I can tear up all my Philadelphia and New York 
jewelry store addresses.” 

He was referring not only to the greater selection we 
could now offer, but to the parking lot. On-street parking 
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in Reading is a problem. Being able to put a dozen cars 
on our own property is one of the keys to our successful 
operation here. 

We re fairly close to both New York and Philadelphia, 
and some of our old customers got into the habit of going 
out-ol-town. Now, I’ve already started to see some of 
them come back to us. 

My wife and | worked out the plans for this new store 
ourselves, without the help of an architect, although we 
had a construction engineer make the drawings when we 
were ready to go ahead. 

We wanted to make as much merchandise as possible 
available to the shopper. In our new store, almost every- 
thing is on open display except fine gold and platinum 
jewelry. As a result, we get many telephone orders from 
people who saw something in the store when they were 


“just looking.” 


Merchandise displays are corefully mixed 


Another idea we had was to mix the goods on display, 
In the jewelry department, we have a few sterling and 
crystal items and some clocks, for example. In the china 
section, we have placed a few mens and womens gift 
items. 

by doing this, we remind men and women who come 
in with just one thing in mind that in our jewelry store 
we handle a great variety of quality merchandise. We do 
it too with our shadow boxes in which we display 
figurines, clocks, sterling hollowware and other goods, 
and on our “what-not” shelves. These little shelves are 
a standard Pennsylvania Dutch fixture—it makes our 
customers feel at home to see them in our store. 

We have emphasized visibility and availability through- 
out the store. The front is all glass, and people can look 
through the backless windows right through the store. 
We have used both incandescent and fluorescent lighting 

fluorescent in the china and silver sections, for ex- 
ample, and incandescent spots to give more sparkle to 
the jewelry in our floor cases. 

Incidentally, we bought very unusual incandescent light 
fixtures——they resemble inverted brandy snifters, and 
they are most attractive in themselves as well as useful 
in giving exactly the kind of light we want. 

After operating this new store for nearly one year, | 
feel satisfied that we are making the kind of progress | 
had hoped for while all this was in the planning stage. 
Being able to inaugurate the kind of customer services 
we had dreamed of for 80 long has been a great source 
of satisfaction to all of us—literally all of us, my wife 
and myself, my watchmaker, jeweler and clerks. 

No jewelry store can just sell merchandise. A jeweler 
has to build his customers conhidence in himself and in 
his store, and that takes a long time. In 70 years of 
business life, Tyack’s has built a good business-customer 
relationship, and in our new location we hope to go on 


strengthening it for many years to come. 
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A Retheshing 
New Slant on PROFITS 


WATCHING 
TELEVISION 





Customers unlimited fer BEDSPECS, the 
4 glasees that angle your vision. 
Yours or old alike, benefit from this ingen. 
ious method of eliminating eve fatiaue when 
in «a prone or relaxing position. 
TRAVEL BEDSPECS are precision made, with crown 
glass priemes, Zyl, adjustable 
frame, complete with 
protective case. 






MERCHANDISED THROUGH 
* Beautiful Displays 
* Direct Mail Pieces 
* Newspaper Mats 

* Special Promotions 







Vanufactured 
and Distributed by 


SWIFT & ANDERSON INC. 
DEPT. G-1 952 DORCHESTER AvE., 
BOSTON 25, MASS. 


Formerly Mid. by American Prismatic Glasses lnc 





$ $ 
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We Have YOU in our Mind 
Mr. Credit Jeweler! 


You'll have the power to— 
1. Expand Your Sales Volume 
2. Discount Your Trade Obligations 


3. Add Semi-Permanent Working Capital 
to Your Business 


Take Advantage of Spot-Cash Buying 
Opportunities 


5. Improve Your Operative Efficiency 
..- contact one of the following officials 


WILLIAM J. BOTTO © LEWIS R. EISNER 


Jewelers Acceptance Corporation 
608 Fifth Avenue, New York 20, New York 
Plaza 7-8680 


4 











131 





beater ly 


WATCH QUESTION TO GET FURTHER STUDY. Two government agencies have announced that 
they plan further studies of the question of U. S. watches versus imported 
watches. The Tariff Commission, which recommended the 50 per cent tariff boost 
two years ago, on imported movements, plans to take another look at the situa- 
tion to see if factors that influenced their decision then, still hold true 
today. The Office of Defense Mobilization, on the other hand, will take another 
look at the “essentiality”® of U. S. watch manufacturers in time of war or other 
emergency. Both the domestic and foreign producers are said to welcome the new 
Studies. 


REUTER ELECTED PRESIDENT OF LEYS, CHRISTIE. Ernest G. Reuter has been elected presi- 
dent of Leys, Christie & Co., Inc., importers of cultured pearls and manufac- 
turers of cultured pearl jewelry. He succeeds James D. Leys who retired re- 
cently. 


SECOND-HAND LICENSING STUDIED. Congress is studying a bill which would exclude Wash- 
ington, D. C., jewelers from the necessity of getting a second-hand license to 
deal in trade-ins. At present all merchants who deal in second-hand or used 
goods must purchase a second-hand dealer's license for $50 a year. The bill is 
sponsored by Rep. Roy W. Wier, D., Minn., and is supported by Henry W. Brylaw- 
ski, executive secretary of the Greater Washington Retail Jewelers Association. 
Brylawski contends that the license is an undue hardship on jewelers and espe- 
cially on small merchants. 


NICKEL SHORTAGE HITS INDUSTRY. A serious shortage of nickel is curtailing the 
electroplating industry across the country and particularly in Providence, 
R. I., where it is closely allied with the jewelry industry. Government stock- 
piling of the metal is credited for the shortage. Some members of the electro- 
plating industry claim, however, that the problem is not one of shortage but of 
distribution. They say that anodes, that normally cost about $1 a pound, are 
currently selling in New York from $2.93 to $3.25 a pound. 


PRESIDENT OF BRODNAX, INC., NAMED. Lee H. Bettis has replaced Albert Russell Erskine 
as president of the George T. Brodnax, Inc., jewelry store, 59 South Main St., 
Memphis, Tenn. Erskine retired May 1 after being with the firm for 5l years. 
Bettis, who has been associated with Brodnax for 28 years, was elected vice- 
president last September. 
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YOU HAVE YOUR CHOICE 


MARSHALLOY «« 
UNBREAKABLE MAINSPRINGS 


Non-Magnetic . . . Fatigue-Proof 
Rust-Proof, White Alloy 











MARSHALLOY 


Guaranteed the finest you can buy. White alloy 
springs of unlimited durability and highest motive 
power. The finest unbreakable mainspring at the 
customary price of mainsprings. $575 aii 





WATCH-CRAFT 


Quality controlled mainsprings made for superior 
service. Unconditionally guaranteed unbreakable, 
rust-proof and sm»othly polished. The best next 


to Marshalloy at a lower cost. $4 so per des. 








LARGEST STOCK OF SIZES IN THE U.S.A. TO 
FIT OVER 3500 POPULAR MAKES AND MOD- 
ELS, REGULAR, AUTOMATIC, AND CHRON- 
OGRAPH, Bulova, Gruen, Longines, Benrus, Etc. 








MARSHALLOY 


No. J27070 Marshalley Starter 
System Kit, 2 dozen most used 
sizes with set of index cards 


$11.75 


No. J27074 Marshalloy 2 Drawer 
Stee! Cabinet Add-A-Unit Sys- 
tem. 1 each of 72 most used 
reguiar sizes. 144 indexes.... 


$45.95 


WATCH-CRAFT 


No. J27080 Watch-Craft Starter 
System Kit, 3 dozen most used 
sizes with set of index cards.. 


$14.65 


No. J27082 Watch-Craft 2 
Drawer Steel Cabinet Add-A- 
Unit System. | each of 72 most 
used reguier sizes. 190 indexes 


$40.70 





NEWSPAPER MATS 


C. & E. MARSHALL CO. 


BOX 7737 CHICAGO 80, ILL. 


Branches and Distributors in Principal Cities throughout the U. $. A. 
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More than 1300 exact-size 
illustrations and pattern names 
Now in the newly-revised 


Sterling Flatware Pattern Index 


Increase your Sales and Profits by having ALL 





the Sterling flatware Patterns at your fingertips 








r 
Dis book is a necessary selling tool. 

Used every day by jewelers across the 
nation, it contains actual-size illustrations of 
active, inactive and obsolete sterling silver 


flatware patterns made by manufacturers in 


this country. 


Easy-to-use, this valuable reference book 
has a complete index which lists: 


© the manufacturer's name 
® the pattern name 
the current status of every pattern 


With binder $27.50 e@ Without binder $17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1955 REVISION SHEETS WILLBE SUPPLIEDAT $6.50. 
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The Sterling Flatware Pattern Index is 
handsomely printed on heavy coated stock 
and is conveniently prepared in loose-leaf 
form. Revision sheets are made available at 
reasonable cost every few years. 


Pree SSS SS SSS SSS aeenaeay 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts. Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 
Revision sheets $6.50 
Check or Money Order for $ 
N 


Mreet Pf 
Et coceeeesesececesoeeesoeses Zone.......State.. ; 
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YOU CAN 





ADVERTISED IN 


LIFE 
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Make More Profit 
Selling Watches! 


Today many jewelers make BALL-ADMES WRIST WATCHES their 
featured line for these reasons: 


] « PROTECTED FRANCHISE — Only franchised jewelers sell 
BALL-ADMES WRIST WATCHES—and they are exclusive in their 
territory. There is no “up-the-street” competition for a BALL. 
ADMES WATCH sale. 

2 « NOTSOLD TO DISCOUNT HOUSES— BALL-ADMES WRIST 
WATCHES are not sold to discount houses, mail-order firms, 
Service stores or wholesale-retail operators. 

3 « MEDIUM PRICED—Although expensive looking, BALL. 
ADMES WRIST WATCHES are in the medium price range—from 
$47.50 to $82.50. 

4 « QUALITY PRODUCT FULLY GUARANTEED—Since only 
the finest materials and workmanship are employed, The Ball 
Company stands behind every watch sold with extremely lib- 
eral guarantee terms. 

& « BIGGER PROFIT MARGINS— Because the BALL-ADMES 
WRIST WATCH is an exclusive line, the jeweler realizes the 
full mark-up, and is not subject to the whims of a competitor 
for making ‘“‘deals.”’ 


6 « LIMITED INVESTMENT — Ball franchised jewelers are not 
forced to stock a large inventory, thus tying up their money, 
They order what they need as they need it. 


BALL is a name with wide recognition in the watch industry. 
Watch makers, Time Inspectors and jewelers alike respect the 
name. It is a name that has enjoyed a unique reputation among 
generations of railroad people (the first Ball Offcial Railroad 
Standard Watch was designed in 1893). 

After numerous requests, The Ball Company introduced in 1954 
a line of Men’s Automatic and Indimatic wrist watches. The accep- 
tance of these quality watches by jewelers—and the public—inspired 
broadening the line in 1955 to include Ladies’ watches. 

Let us tell you our policies... the prestige of carrying the exclusive 
BALL-ADMES WRIST WATCH line... why the BALL-ADMES WRIS1 
WATCH is the perfect merchandising tool to revitalize your watch 
department. We would like to hear from you. A letter today will 
bring an immediate reply. 


The BALL Company 


ADMES—Geneva, Switzerland + 6 No. Michigan Ave. + Chicago 2, IL. 








BETTER GOLD PLATING 


With Spectranome, a new item with a 
problem is a challange. 


When required, your items go through 
our Research and Development Depart- 
ments to uncover new techniques for 
providing better looking and more dur- 
able plating. 


Our technicians are specialists in the 
plating of small findings and the know- 
how they apply to each job means bet- 
ter plating at lower cost to you. 


Drop in to see us or give us a call to 
discuss your plating problems. 


SPECTRANOME PLATING CO., INC. 


336 W. 13th St. © N.Y. 14,N.Y. © AL 5-8677 














: Are you a Cash Jeweler 
SINCE 1887 : with a Problem? 


BOWMAN TECHNICAL SCHOOL!) | oss<"wectbrs s.zcs eqs 





A very fine new book of facte about B.TS. | We will buy your store, paying you dollar for 
and ite work: Your Future and Our Scheol, | dollar for your assets or will conduct a sale for you, 
+ Pg you can benefit supremely by a | suited especially to your particular situation. 

ee ee | Our Files contain a list of the Nation's Leading 


write for it. 
Courses in Watchmaking, Engraving and Jewelers whom we have helped. 


Jewelry Repairing. | Please Write, Phone or Wire collect 

Bowman graduates pass the Certified Master | 

Watchmaker tests of H. lL. of A., or any State | HARVEY ROSS & co. 

Board examinations. | “Sales Promotion Specialists for Two Generations” 


por vty pon Be ea So Aydt oe Soe A 32 West 39th St. LO. 4-5037 New York 18, N. Y. 


graduates. 
Write for free book “Your Future and Our 


School” which shows how many finest jewelry 

businesses have been built on thorough Bow- | 

man Training. FARRINGS 
to BOWMAN TECHNICAL SCHOOL WM YOUR MOST 


Bowman Building, PROFITABLE LINE 
Lancaster, Pa. | 
, | , OF 1OKT. AND 
, Ls GOLD FILLED | 
EARRINGS | 


ee eee 


MS Jewelry Manufacturing Co. 














Ceurses Approved for Kerean and Other Veterans Lt 
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Atomic Energy Commission 
To Allow Use of Reactors 
For Diamond Irradiation 


The U. S. Atomic Energy Commis- 
sion has lifted its ban on the use of 
its facilities to change the color of 
diamonds and other gems by irradia- 
tion in nuclear reactors. 

The ban, imposed in 1953 to prevent 
unscrupulous gem merchants from 
using AEC facilities to defraud buy- 
ers, has been lifted because of a new 
Federal Trade Commission regulation 
requiring irradiated gems to be 
clearly advertised and sold as such. 

The AEC has reported it will handle 
requests for gem irradiation in the 
same way as other requests from 
private interests who wish to expose 
various materials to radiation. 

Generally the AEC authorizes use 
of its facilities when reactor space 
is available and charges a fee cover- 
ing the cost of irradiation. 

When placed in a reactor, many 
gems undergo a change in color. A 
diamond placed in a nuclear accelera- 
tor acquires a blue or blue-green color 
and the saleability of cheaper yellow 
diamonds could be increased by giving 
them a color more nearly like that 
of the rarer blue-white stones. 

The AEC reports that diamonds 
placed in a nuclear accelerator may 
acquire a green color which can then 
be turned to brown by certain heating 
techniques. 

The Federal Trade Commission rule 
governing the sale of irradiated gems 
is included in a new set of trade prac- 
tice rules for the diamond industry. 

The rule states: “It is an unfair 
trade practice to advertise, offer for 
sale or sell any diamond which has 
been artificially colored or tinted by 
coating, irradiating, or heating or by 
use of nuclear bombardment, or by 
any other means, without disclosure 
of such fact to purchasers or pros- 
pective purchasers, or without disclo- 
sure that such artificial coloring or 
tinting is not permanent if such 1s 
the fact.” 

Diamonds irradiated in a nuclear 
reactor become radioactive tempo- 
rarily, but the radioactivity is reduced 
to an insignificant level within a few 
days. 
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Tariff Commission and Defense Group Planning 
Further Reviews of U.S.-Swiss Watch Question 


Two government agencies are going 
to review hotly-controversial 1954 de- 
cisions to raise the tariffs on imported 
watch movements. Result of the re- 
examination could be more govern- 
ment aid for the domestic watch pro- 
ducers. 

The U. S. Tariff Commission, which 
recommended the 50 percent hike in 
watch tariffs in 1954, is going to 
make a “simple” review of its de- 
cision to see whether any of the 
factors upon which it based its rec- 
ommendation have “changed sub- 
stantially.” Their report, which will 
probably be in the form of a letter 
to the White House, must be seub- 
mitted by July 27 under the tariff 
laws. 

More important is an upcoming 
study of the watch problem by the 
Office of Defense Mobilization. ODM 
is setting up a special study in its 
“essentiality” division and employing 
George B. Beitzel, a Pennsylvania 
salt manufacturer, as a special con- 
sultant to study the necessity of pro- 
tecting the special skills and man- 
power of the domestic watch 
manufacturing industry in case of 
another emergency. 

It is from the ODM study that 
some additional aid may be given to 
the domestic watch industry, both 
jeweled and non-jeweled. 

ODM in 1954 probably put the de- 
ciding voice into the watch tariff con- 


Kansas Jeweler Meets Grace 
On Ship En Route to Monaco 


Sailing to Europe on her vacation 
on board the S. S. Conatitution, Mrs. 
Laura Morrison, owner of the Mor- 
rison Jewelry Store, Great Bend, 
Kansas, occupied a stateroom near 
that of actress Grace Kelly, who was 
en route to marry Prince Rainier of 
Monaco. 

Mrs. Morrison met Grace at a re- 
ception given by the ship’s captain, 
and she had a long conversation with 
her. Among other things, she told 
Grace how much she admired the 
diamond ring the prince had given her. 


troversy when it ruled that the 
continued erosion of the American 
watch industry as imports took over 
the civilian market would “impair 
national security” by causing the loss 
of important precision skills found 
in the watch manufacturing industry. 

Under the 10954 trade agreements 
laws, ODM is empowered to suggest 
curtailed imports when they may 
threaten national security, 


President to Decide 


President Eisenhower will probably 
decide within 60 days of receiving the 
new Tariff Commission and ODM re- 
ports whether to keep the 1954 tariff 
increase, whether to further raise 
tariffs, whether some other type of 
aid should be given the watch indus- 
try, or whether to rescind the in- 
crease. 

It would be possible for the govern 
ment to grant a special subsidy to the 
industry; to set up a stockpile pro 
gram whereby the government would 
buy excess watch or precision instru 
ment production to lay away for an 
emergency, or to give the watch pro 
ducers an advantage in bidding for 
Defense Department business over 
other types of firms which make pre- 
cision instruments and timers, as 
sidelines. 

ODM officials will look at ail as.- 
pects of the watch industry, a spokes- 
man says, including the skills it rep 
resents; the needs of the Defense 
Department for such skills in war- 
time; transient employment; the 
damage imports are now inflicting on 
the industry; sales and profits of 
American watch companies; and pro 
ductivity of the industry. 

After conferring with industry, the 
Defense Department, and foreign 
government officials, ODM plans to 
hold public hearings on the question 
It will submit ite report by, or soon 
after, the Tariff Commission's July 
27 deadline. 

Included in the new ODM study 
will be not only the manufacturers of 
jeweled movements, which benefitted 
from the 1954 tariff hike, but the 
watch and clock industry, which have 


(Turn to page 145) 
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Massachusetts-Rhode Island RJA Holds Annual Convention; 
Methods of Meeting Discount House Competition Discussed 


Members of the Massachusetts & 
Khode Island Retail Jewelers Associa- 
ation attending the business sessions 
of the organization's 41st annual con- 
vention at the Parker House, Boston, 
on April 11, learned of ways in which 
they can meet competition from dis- 
count houses from Samuel Silverman, 
new executive director of the Associa- 
tion, 

‘Retail jewelers can meet the attack 
of the discount houses if, instead of 
worrying about eliminating them— 
which is impossible-—they will build 
up, in the communities where they are 


located, more integrity and a greater 
confidence on the part of their cus- 
tomers,” Silverman said. 

“They must give their customers 
more and better service, generally 
from the standpoint of making the 
customer feel more at home, and 
in coming to a local institution that 
he trusts,” Silverman added. 

“Of course, that kind of proposition 
needs the help of the manufacturer 
who truly believes in the Fair Trade 
Act, and who does not give sham ap- 
proval of it. 

“It is unfair to expect everything 


“e 


OFFICERS POSE FOR PORTRAIT: Officers of the Massachusetts & Rhode 

Island RJA pose for a picture on the occasion of the group's 41st annual conven- 

tion, Seen in the photo (l-r) are: William H. Shreve, Boston, treasurer; Harold 

T. Partridge. Boston, secretary; James R. Kay, Lawrence, Mass., president; and 
Kussell I, Ferguson, Ware, Mass., second vice-president, 


SEATED AT HEAD TABLE: Among those seated at the head table were (i-r) 

Mra. Shreve, William H. Shreve, treasurer; Mrs. Russell I. Ferguson, Mrs. Har- 

old T. Partridge, wife of the association secretary; and John O'Connell, Towle 
Manufacturing Co., speaker at the business meeting. 
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from the retail jeweler, who is really 
the distribution center for the manu- 
facturer, and without whom the man- 
ufacturer couldn’t survive. If the man- 
ufacturer wants these distribution 
centers to remain alive, he has got to 
truly do his share in enforcing the 
Fair Trade Act, and in eliminating 
price cutting. 

“The manufacturer may in time find 
his product so belittled through it 
being sold in discount houses that it 
wili lose its high reputation. No man- 
ufacturer’s product can have any aris- 
tocracy with a customer when it is 
footballed around as a loss leader. 

“The manufacturer has got to play 
his true part in the struggle for sur- 
vival by the retail jeweler. The impor- 
tant thing is for him to help the 
honest retailer in his community, and 
in that way he will be helping him- 
self,” Silverman said. “Only in that 
way will the reputation of his product 
be maintained in the community by 
the retail jeweler.” 

Silverman’s part on the program 
was shared by John O’Connell, of the 
Towle Manufacturing Company, who 
pointed out that one of the critical 
problems of retailers today is to main- 
tain in the market place, fair and 
honorable competitive conditions. 

When a retailer does not have to 
concern himself about unfair compe- 
tition by retailers, who practice de- 
ception upon the public, or who in- 
dulge in price-cutting or loss-leader 
dealing, he can devote his energies 
and his capacity to better business 
dealing to a greater degree. 

In order that such nefarious prac- 
tices may be eliminated from the 
American scene, it was emphasized, 
it is essential that manufacturers, 
wholesalers, and retailers encourage 
fair dealing in business. 

James R. Kay, president of the As- 
sociation, in his annual message, said 
that the organization has sought to 
have those manufacturers who have 
entered into Fair Trade contracts en- 
force such contracts against violators, 
especially against so-called discount 
house violators, who have shown an 
utter contempt and willful disregard 
for manufacturers’ Fair Trade con- 
tracts. 

During the dinner which followed 
the business sessions, many valuable 
door prizes were distributed. A five- 
act entertainment program was pre- 
sented, followed by dancing to Karle 
Rhode’s Orchestra. 


Store Changes Hands 


Lawrence M. Friedman, owner of 
jewelry stores in Clairton and McKees- 
port, Pa., has purchased Kent’s Jew- 
elry, 116 Market St., Kittanning, Pa., 
from Moritz Bier, who is reported to 
be moving to Alexandria, Va. Fried- 
man, who has had 23 years experience 
in the jewelry field, has stated that 
store personne! will remain unchanged. 
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American Gem Society Holds Annual Conclave in Chicago 








LABORATORY SESSION: Members of the society are seen at one of several 
laboratory sessions held at the three-day conclave. Sessions were devoted to 
diamond grading and identification of colored stones. 


George J. Sloan, of Sloan’s, Tulsa, 
Okla., was reelected president of the 
American Gem Society at its annual 
conclave held at the Sheraton Hotel, 
Chicago, March 18-20. Harry Gerber, 
Bramley & Co., Inc., White Plains, 
N. Y., was reelected vice-president. 

Some 285 members and their wives 
attended the meetings which fea- 
tured lectures on jewelry merchan- 
dising and gemology, laboratory ses- 
sions on identifying colored gems and 
grading diamonds and five business 
sessions at which plans were made 
for the society’s activities during the 
coming year. 

It was decided to hold next year’s 
conclave in Philadelphia on April 
5-9. 

The AGS committee voted to adopt 
the recently Federal Trade 
Commission rulings for the diamond 
industry and it approved the society’s 
national advertising campaign for the 
past year and a similar campaign for 
the coming year. 

The theme of the meeting this year 
was: “The Practical Application of 
Gemology.” Among the speakers were 
Dr. J. F. H. Custers, director of the 
Diamond Research Laboratory, Jo- 
hannesburg, South Africa, whose 
topic was “Diamond Coloration.” He 
explained the principles of artificially 
coloring diamonds and the effects 
that can be achieved. He also de 
scribed the method used in determin 
ing whether a blue diamond is natur- 
ally blue or artificially colored. 


issued 


(;. Robert Crowinshield, director of 
the Gem Trade Laboratory, New 
York, talked on: “Gemology Should 
be Integrated into Jewelry Store 
Activities.” Other speakers included 
Lester Benson, Gemologica! Institute 
of America, “Diamonds Can be a 
Good Investment”; and Richard T. 
Liddicoat, Jr., director of the Gem- 
ological Institute of America, “Dia- 
mond Color Presentation Needs a 
Positive Approach.” 
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A merchandising panel on making 
the “Registered Jeweler” title more 
effective in building sales was com- 
posed of Donald W. Green, M. L. 
Green & Son, Mount Clemens, Mich.; 
Thomas F. Kavanagh, W. C. Cornell 
Co., Newburgh, N. Y.; Orlando 58S. 
Paddock, Mermod-Jaccard-King, St. 
Louis, Mo.; Carroll C. Seghers, Coral 
Gables, Fla.; and J. Willard Tobin, 
J. Ralph Tobin & Son, Springfield, Il. 


vm 
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MEMBERS HEAR LECTURE: Seen 
attending one of the lectures at the 
conclave, held in Chicago this year, 
are many of the 285 members of the 
society and their wives who attended. 


Topics covered by the panel were: 
speaking before community groups, 
use of titles across the counter, em- 


Lowering of Retail Excise Tax 
Brings Rise in Jewelry Sales 

Sales of jewelry subject to the 10 
percent retail excise tax amounted to 
a whopping $1,466,320,000 in the 12 
months ending last June 30, new 
government statistics show. 

The government collected $146,- 
632,000 in taxes from jewelry sales 
during that yeur, compared with 
$187,916,000 for the preceding fiscal 
year, although the tax was 20 percent 
for eight of the 12 months in the 
earlier year. 

The story is the same for moat of 
the excise taxes——the April 1954 re- 
duction made little difference in total 
tax collections, because of the stim- 
ulus it provided to business. 

Other tax collection figures include: 
cameras, lenses, and film, $15,903,000 
in fiscal 1955, compared to $19,566,- 
000 in fiscal 1954; mechanical pencils, 
pens and lighters, $8,871,000 in fiscal 
1955, compared with $10,323,000 in 
fiscal 1954: and radios, television sets, 
and phonographs, $158,036,000, com- 
pared with $129,321,000. These are 
manufacturer's excise taxes. The tax 
on cameras was cut from 20 percent 
to 10 percent; the tax on mechanical 
pencils from 15 percent to 10 percent, 
and the tax on radios and television 
was unchanged in the 1954 action. 


Rosenberger Named Chairman 
Of |DA Jewelry Committee 


Thirty members of the costume 
jewelry industry held a_ luncheon 
meeting at the Empire State Club, 
New York, recently, to discuss plans 
for the industry’s 1956 campaign for 
the Joint Defense Appeal of the Anti- 
Defamation League of B'nai B'rith 
and the American Jewish Committee. 

Gerald E. Rosenberger, of Coro, 
Inc., was named general chairman of 
the industry group. 

It was announced that the annual 
JDA luncheon would be held at the 
Hotel Vanderbilt at 12:15 on April 
25. The guest of honor will be Murray 
Rothenberg, of Monet Jewelers, who 
served as chairman of last year's 
campaign. 

Named as co-chairmen were George 
Herzig, H. & S&S. Originals, and 
William Rand, William Rand, Ine. 

Mollie Gable, Fedway Stores, is act- 
ing as chairman of the luncheon com- 
mittee. National chairman of the 
costume jewelry industry's campaign 
is Jack Ruderman, Kaufman & Rud- 
derman. 


ployer-employee relationships, and 
the use of the title in general store 
operation and in advertising 

The AGS will place special em 
phasis on national advertising in 
Seventeen magazine during the com. 
ing year, according to the committee 
report. 
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The Government Makes it Easier for the Retailer to Get a Loan 


Many jewelers find it difficult to secure a bank loan 
because their only tangible assets are inventory and 
fixtures. Now the federal government, through the Smail 


Business Administration, is offering a 


new program— 


called Limited Loan Participation—which will help small 
businessmen to secure the necessary funds. How the 
jeweler can most effectively take advantage of the new 
program is explained in detail in the following exclu- 
sive interview between Neil R. Regeimbal, of |C-K’s 
Washington Bureau, and officials of the Small Business 


WENDELL P. BARNES 
SBA Administrator 


Q. What types of retailers are eli- 
gible under the SBA Limited Loan 
Participation program? 

A. Almost any retailer who quali- 
fies under our definition of small busi- 
ness is eligible. That is, he must have 
annual gross sales of $1 million or 
leas, must not be dominant in his busi- 
ness in his area and must be inde- 
pendent. 


Q. Are there any exceptions to this 
policy?! 

A. Yes, we have stayed away from 
lending money to establishments sell- 
ing liquor to any extent, where gam- 
bling in any form takes place, or to 
local newspapers or radio-TV sta- 
tions. 

Q. What ia the maximum loan 
under the LLP? 


A. There is no actual limit, but the 
government will put up a maximum 
of $15,000. Practically speaking, $20,- 
000 is about the most any one re- 
tailer could get under the LLP pro- 
gram. All these loans must be bank- 
participation, that is a bank is re- 
quired to risk its own money to the 
extent of 25 per cent of the loan. 


Q. What ia the purpose in eatab- 
lishing the LLP? 

A. In most types of loans, includ- 
ing our regular loans, the borrower 
is required to pledge tangible assets, 
usually real estate, to cover the loan. 
But most small retailers and service 
establishments don’t have these large 
capital investments. Therefore, the 
loans are designed to provide funds 
with a minimum of security, 


Q. For how long do the loana run? 

A. The maximum maturity is five 
years, but most loans run for slightly 
leas, probably four years. The maxi- 
mum interest is six per cent a year. 
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Administration. 


Q. For what purposes may these 
loans be used? 


A. These loans may be used for 
almost any reason. They may be 
used for expansion or modernization 
of buildings; for acquiring new fix- 
tures; for parking facilities; adding 
a second location; purchasing addi- 
tional inventory, or other purposes. 
We find that many of them go to help 
a businessman meet increasing com- 
petition, by modernizing or installing 
air conditioning. A part of an LLP 
loan may be used to consolidate other 
debts, but not the entire loan. We 
don’t have an absolute limit on how 
much can go for consolidation, but 
generally it must be the smaller por- 
tion. 


Q. How does a retailer apply for a 
loan? 


A. The first step is to secure Form 
Number 4 from any SBA Office. An 
original and two copies of this ap- 
plication, together with supporting 
data it requires, are taken to a bank. 
The bank then investigates the ap- 
plication. The bank investigates past 
earnings records, future business 
prospects, competency of manage- 
ment, and record of meeting past ob- 
ligations. The past earnings record 
is given a lot of weight. The bank 
then sends the application to SBA 
together with the terms and collat- 
eral, If a bank approves the loan, 
we go along in about 99 per cent of 
the cases. Collateral may be inven- 
tory, real or personal property, as- 
signment of accounts receivable, or 
just personal guarantees. These are 
really character loans. 


Q. la the LLP program being 
widely used by aemall businesamen? 

A. Yes. In one two-week period 
recently, we approved 47 LLP loans 
for $534,715, with a government par- 


NEIL R. REGEIMBAL 
JC-K Reporter 


ticipation of $349,978. In all, about 
200 LLP loans have been made since 
the program was instituted a year 
ago. 


. Can you give an example of an 
LLP loan in the jewelry industry? 


A. Yes. Recently, our records show, 
Robert R. Evans, trading as The 
Evans Co., of Janesville, Wis., a 
wholesale jewelry firm, received an 
LLP loan for $20,000. A bank took 
50 per cent of the loan and we took 
the rest. The loan will run for 3% 
years, at 6 per cent interest a year. 
The loan will be used to expand work- 
ing capital, the application shows. 
The loan is secured by a lien on his 
inventory. 


Q. Would it be possible to atart a 
business from acratch with an LLP 
loan? 


A. No. We wouldn’t put up all the 
money to finance a new business. 


Q. Ie it possible for an established 
business with good earnings and meet- 
ing the other requirements to add a 
second location with an LLP loan? 

A. Not entirely, no. We might give 
him a regular 20-year construction 
loan in participation with a bank. 
We might later add an LLP loan to 
help him stock the store, but only if 
he had already put a _ substantial 
amount of his own resources into the 
project. 


Q. Does SBA think the LLP pro- 
gram will be successful? 

A. We believe that through this 
plan, banks will be able to meet the 
financial needs of a_ considerably 
greater number of smal! business con- 
cerns than heretofore has been pos- 
sible. These are the firms which need 
the help most, so we do think the 
plan will be a success. 
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Oklahoma Retail Jewelers 
Hold 50th Annual Convention 


Hugo Kofmehl was reelected presi- 
dent of the Oklahoma Retail Jewelers 
Association at the group’s 50th an- 
nual convention held at the Skirvin 
Hotel, Oklahoma City, on April 7-8. 

Other officers reelected were Rene 
Pallissard, Tulsa; Odie Ditmore, 
Anadarko; and H. 8. McCurley, Nor- 
man; all vice-presidents. <-> 
Tucker, McAlester, was elected secre- 
tary-treasurer, succeeding John Q. 
Reinhardt, Okmulgee. 

The Oklahoma Horological Associa- 
tion, which held its convention in con- 
junction with the ORJA, also re- 
elected its president, Sam Clements, 
Oklahoma City. Herman E. Harper, 
Stillwater, was elected vice-president, 
and Winifred Anglin, Oklahoma City, 
secretary-treasurer. 

The principal speaker on April 8 
was Gordon Leonard of the Oklahoma 
Semi-Centennial Committee, who out- 
lined plans for next year’s observance 
of the 50th anniversary of the estab- 
lishment of Oklahoma’s statehood. 

The jewelers made plans for a re- 
gional convention and gift show to be 
held in conjunction with the anniver- 
sary celebration. 

Some 550 delegates attended the 
convention which was climaxed with a 
dinner-dance honoring all past-presi- 
dents of the association. 


Washington Parking Plan 
Aids Small Retail Stores 


The system used by private busi- 
ness in Washington, D. C., to solve 
the Capital’s parking problem is being 
recommended as a model for all 
United States cities. 

The system, called “Downtown Park 
& Shop, Inc.,” is a cooperative effort 
between all types of businessmen 
including most retailers—and the op- 
erators of parking garages. Customers 
are given an hour’s free parking by 
participating businessmen in private 
garages, and then pay for any time 
parked above that. The system is bene- 
fitting especially the smaller stores 
which cannot support their own park- 
ing facilities. 

Oscar I. Dodek, a men’s store op- 
erator and founder of the Washing- 
ton parking program, will explain the 
system to the national convention of 
the National Parking Association at 
St. Louis in May. The association has 
recommended Washington's plan as a 
model for other cities. 

Success of the Washington parking 
program, privately conceived and op- 
erated, highlights the findings of a 
special committee of the American 
Municipal Association which indirect- 
ly urges that public authorities take 
over the downtown parking problem. 

At present, the report shows, there 
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Barr's of Philadelphia Is Brand Names Winner 
mee. Land Names Week 
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BARR’S WINS TOP AWARD: Meyer Barr, (1) Barr's Jewelers and Silver- 


smiths, Philadelphia, Pa.., 


receives top award plaque in the Brand Name 


Foundation’s “Retailer of the Year” competition. Certificates of distinction 

were awarded to runners-up in the jewelry store division (l-r) 8S. 8. Meyer, 

S. A. Meyer, Co., Washington, Pa.; Kenneth Mitman, Bixler’s, Easton, Pa.; 

and Frank O. Hunter, C. A. Schnack Jewelry Co., Alexandria, La.; Ted Kruger, 

Kruger Jewelry Co., Midland, Texas, also received a certificate, but was not 
in the photo. 


Barr’s Jewelers & Silversmiths, 1112 
Chestnut St., Philadelphia, Pa., has 
been named the Brand Names “Ke- 
tailer - of -the-Year” in the jewelry 
store category, according to an an- 
nouncement by Henry E. Abt, presi- 
dent of the Brand Names Founda- 
tion. 

Four other jewelry stores were 
cited with certificates of distinction. 
They were: S. A. Meyer Co., Wash- 
ington, Pa.; Bixler’s, 24 Center 
Square, Easton, Pa.; C. A. Schnack 
Jewelry Co., 924 3rd St., Alexandria, 
La.; and Kruger Jewelry Co., 104 
North Main St., Midland, Texas. 

An estimated 1,700 members of in- 
dustry, retailing and advertising at- 
tended the Brand Names Day dinner 


are more than 220,400 parking spaces 
in publiciy-built lots and garages in 
the 326 cities in the country with 25,- 
000 population or more, Total public 
investment in these spaces is about 
$194 million. There are an estimated 
178,000 metered curb parking spaces 
in these cities. 

An udditional 89,539 parking spaces 
costing almost $196 million are defi- 
nitely planned in the survey cities. 

The booklet recommends these steps 
for municipalities which want to set 
up a public parking program: a 
committee of citizens and business- 
men should be formed to study the 
parking problem and recommend a 
program. The survey should cover ex- 
isting parking spaces, demand for 
additional spaces, traffic flows, and 
availability of land. Recommendations 
should cover who will operate pub- 
licly-built lots, how they will be fi- 
nanced, what parkers will be charged, 
and where future expansion will be 
needed. 


held April 18 at the Waldorf Astoria 
Hotel, New York. 

Each of the merchants who sat on 
the panel of judges represented a re- 
tail firm which had been awarded a 
top Brand Name “Retailer-of-the- 
Year” plaque last year. Jerome M. 
Wilson, vice-president, Wilson's Lead- 
ing Jewelers, Inc., Syracuse, N. Y., 
represented the jewelry store cate- 
gory. 

Costume jewelry maker Trifari, 
Krussman and Fishel presented 
each winner with an especially de- 
signed “Key to Brand Names Week,” 
Tours of the United Nations, the 
Metropolitan Museum of Art, and the 
Kenyon and Eckhardt, and Grey Ad- 
vertising agencies were held. 


A corollary problem is who should 
use downtown streets and how public 
transportation can be strengthened to 
reduce the traffic problem. The im- 
portance of helping public transporta- 
tion companies is shown by statistics 
that more than 120 municipalities 
have lost their systems in the past 10 
years. 

Copies of the report, “Parking 
Space What American Cities are 
Doing to Provide It,” are available 
from the American Municipal Asso- 
ciation, Washington, D. C., or Chi- 
cago, Iil. 


Chris Zagas has been appointed as- 
sistant manager of Zale’s Jewelers, 
510 Walnut St., Des Moines, lowa. 
He has been with the store for the 
past five years. He succeeds Harold 
Aruch, who has been transferred to 
the Zale unit in Omaha, Nebraska. 


. ™ 
Aanager Appointed 
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Minnesota Retail Jewelers Hold 52nd Annual Convention 


The 52nd annual convention of the 
Minnesota Retail Jewelers Association 
was held at the Leamington Hotel, 
Minneapolis, on April 8-10. The show 
was held coneurrently with the 10th 
Annual Northwest Jewelry Trade 
Show. 

Although perfect weather prevailed 
in the Minneapolis area, heavy snow 
storms in upper Minnesota and the 
Dakotas discouraged many jewelers 
from coming to the convention. As 
a result, attendance fell below the 
1955 mark at which time 1,000 jew- 
elers were registered. 
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OFFICERS POSE: Officers of the 
Minnesota Retail Jewelers Association 
pose for camera at the annual conven- 
tion of the group in Minneapolis. 
Seated i(i-r) are Oscar Welander, 
treasurer, and Clem Hillig, president. 
Standing (i-r) are William Weld, 
vice-president, and Mathew Miltich, 
secretary. 


The first business session opened 
with a round table discussion on “Re- 
tailers’ Problems.” Speakers were 
Cecil W. Shirk, manager, and Ben 
Paris, assistant manager, Better Busi- 
ness Bureau of Minneapolis; John 
Gehien, New Prague; Morton A. 
Saver, Minneapolis; William P. Stiles, 
Wells; and Don Sandlundorf, State 
of Minnesota, Business Promotion 
Dept. 

John Gehlen gave a very effective 
talk on how he had combated the 
inroads of house-to-house silverware 
saiesmen in his area. 

The bingo party, on the evening 
of April 8, given by the Gopher Jew- 
elry Travelers Association, was de- 
scribed as very successful. Some 450 
retailers were present in the Wiscon- 
sin Room for the occasion and a total 
of 130 prizes were furnished by the 
association. 
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The convention ended with the well- 
attended annual banquet which fea- 
tured a five-act floor show. 

Newly elected officers of the asso- 
ciation are Clem Hillig, Redwood 
Falls, president; Mathew Miltich, 
Grand Rapids, secretary; Oscar 
Welander, Fergus Falls, treasurer; 
and William Walsh, Minneapolis, ex- 
ecutive secretary. 

Directors are John Gehlen, Don 
Elmquist, Stanley 8S. Smith, Joe 
Eschenbacher, Carl Berger, Lester 
Gish, Willis Norden, Art Jacobson, 
Barth Wangenstein and Tom Stafford. 

The nominating committee consisted 
of Bill Weld, chairman; Oscar 
Welander, William Stiles, and Carl 
Berger. A new by-law, passed this 
year, limite directorships to three 
years, 

Exhibitors at the 10th annual 
Northwest Jewelry Trade Show re- 
ported that buying had been on the 
light side, and attributed this to the 
fact that, in their opinion, the show 
is somewhat late for spring lines. 
It was suggested at the annual ex- 
hibitors’ breakfast that the show 
should be held earlier in the year, 
preferably during early February. 

President Hillig promised to take 
up the question of earlier show dates 
with the board of directors, but said 
that the present date had been dic- 
tated by the promise of favorable 
weather conditions which might not 
prevail earlier in the year. 

The Minnesota Watchmakers Asso- 
ciation held its annual meeting in 
conjunction with the MRJA on April 
8. After luncheon, Otto C. Wingen, 
president, Wingen Research, Inc., ad- 
dressed members of the association. 


Jeweler from Kansas City 
Receives Awards in Paris 


Barnett C. Helzberg, owner of 
jewelry stores in Kansas City, Wich- 
ita and Topeka, Kansas; Indepen- 
dence, Mo.; and Des Moines and 
Mason City, lowa, arrived in Paris on 
Easter Day to meet with leading 
French jewelers and to receive spe- 
cial awards. 

On April 9, he was greeted by the 
mayor and members of the city coun- 
cil of Paris and received the Medaille 
de la Ville de Paris. Two days later 
he was the guest of the French Jewel- 
ers Association at a special dinner in 
his honor where he was presented 
with the medal of “Courtoisie Fran- 
caise” by Raymond Rodel, chairman 
of the association. 

During his two weeks stay in Paris, 
Helzberg planned to visit leading 
French jewelry houses to inspect their 
new designs. He is chairman of the 
board of the Diamond Council of 
America and a vice-president of the 
National Jewelers Association. 


Trade Cooperation Bill 
May be Approved this Year 
Despite Stiff Opposition 


Legislation authorizing this coun- 
try’s participation in the Organization 
for Trade Cooperation (OTC) may 
win approval this year. 

The bill, after being bogged in the 
age-old tariff controversy, has cleared 
the powerful House Ways and Means 
Committee. Although the measure 
still faces stiff opposition, the propo- 
ments of the measure—who include 
President Eisenhower and his Ad- 
ministration appear to have the 
strength to put it through. 

Under terms of the bill, this coun- 
try would join in forming OTC as an 
administrative body to run the 35- 
nation General Agreement on Tariffs 
and Trade (GATT). GATT-OTC 
would act as a central point for mem- 
ber countries to negotiate reciprocal] 
reductions in tariffs, arbitrate dis- 
putes between countries and would 
set up general rules for the member 
countries. 

Limitations to the 
measure were added by the Ways and 
Means Committee to meet some op- 
position to the bill. They would re- 
quire the Senate to confirm represen- 
tatives picked to attend OTC meet- 
ings; make it clear that the measure 
would give the President no addi- 
tional powers to further reduce tar- 
iffs: make it clear that membership 
in OTC does not obligate the U. 5S. to 
enact any trade or tariff legislation 
recommended by OTC; prohibit any 
revision of the OTC agreement with- 
out prior consent of Congress. and 
limit U.S. participation to efforts to 
improve international trade only. 

In addition, the committee makes it 
clear that OTC cannot become a mem- 
her of the United Nations, but must 
stand alone. 

Opposition to U. S. membership in 
OTC has come from a number of do- 
mestic industries which claim it would 
result in further damage at the hands 
Included 


original OTC 


of foreign competition. 
among the opponents have been pro- 
ducers of glassware, pottery, textiles 
and other goods. 
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Watchmaker in Roslindale 
Is Watch Contest Winner 


Fred Faller. 765 South St., Roslin- 
dale, Mass., recently won a certificate 
in the Seventh Annual Watch Inspec- 
tion Time Contest. He also won $5 
prize for acceptance of a technical 
question from the Bulova Watch Co. 

A former Olympic athlete, who com- 
peted in the Games at Antwerp, Bel- 
gium, in 1920, he is frequently con- 
sulted about timers and timing in 
connection with track and field events. 
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Students of Christian Jakobb Awarded Prizes for Jewelry Designs At Annual Exhibit 





Interesting and unusual jewelry 
designs were displayed by students of 
Christian A. Jakobb at their annual 
exhibit at the Mechanics Institute, 20 
West 44th St., New York, on April 5. 

Some 200 designs were exhibited 
and prizes were awarded. 

First prize, a gold medal, was won 
by Thomas J. Oliva, for the design of 
a bracelet of pearls, diamonds and 
rubies. Jacques E. Maillot won second 
prize, a silver medal, for his drawing 
of a lapel and an earring set in gold, 


embellished with diamonds, emeralds 
and pearls. 

Edmund G. Schwarzkopf received 
the third prize, a bronze medal, for 
his diamond and sapphire brooch de- 
sign. 

The first honorable mention was 
awarded to Lester J. Cohen for draw- 
ing of a diamond and platinum brace- 
let and second honorable mention 
went to Rudolph 8S. Hirsch for his 
diamond-set brooch. Two third hon- 
orable mention awards were made: 


WINNING DESIGNS: Students who 
submitted the winning designa were 
(clockwise starting at top left): L. J. 
Cohen, diamond and platinum bracelet, 
first honorable mention; 3. E. Mail- 
lot, emerald, pearl, diamond and gold 
lapel pin and earring, second prize; 
R. S. Hirsch, diamond set brooch, sec- 
ond honorable mention; Salvatore 
Loffredo, gold brooch set with dia- 
monds and rubies, third honorable 
mention; E. G. Schwarzkopf, diamond 
and sapphire brooch, third prize; I. 
Zipkin, gold ring (upper left) set 
with diamonds and star sapphire, 
third honorable mention; L. M. Spar- 
taro, brooch set with sapphires, em- 
eralds and diamonds, H. O. Medal; 
and Thomas Oliva, bracelet, set with 
pearls, diamonds and rubies, first 
prize 


one to Salvatore Loffredo for his gold 
brooch with diamonds and rubies, and 
the other to I. Zipkin for his gold ring 


set with a star sapphire and dia- 
monds. 
The Institute’s graduation award, 


known as the H. O. Medal, was won 
by L. M. Spataro for his design of an 
with 


unusual brooch, embellished 
sapphires, emeralds and diamonds. 


Awards given to the students were 


donated by the Medallic Art Co., 3 
Fast 45 St., New York. 





Successful Bridal Promotion 
To be Repeated by U.S. Steel 


The United States Steel Corp. will 
repeat last year’s promotion of steel 
housewares during the June bridal 
Built around the slogan: 
“Shower the Bride with Gifts of 
Steel,” its object: is to stimulate an 
acceptance comparable to linen or 
personal showers. 

The “Operation Shower” message 
will appeer in four-color ads in the 
June issue of the Ladies’ Home Jour- 
nal and in the July 15 issue of Brides 
Vagazine. 

Television commercials by Mary 
Kay and Johnny will be seen by more 
than 20 million potential gift buyers 
on the U. 8S. Steel Hour’s live network 
of 126 CBS-TV stations on June 6 
and June 20. 

“Operation Shower” has 
signed for any gift item made of stee! 
and permits easy tie-ins by manufac- 
turers and retailers in any media 
from floor displays to national maga- 
zine ads. Its identifying symbol is 
an umbrella. The promotion boosts 
the purchase of both shower and wed- 
ding presents including anything from 
egg beaters to carpet sweepers. 

A heavy schedule of trade magazine 


Season, 


been de- 


ror May, 1956 


advertising started in January and 
will continue through May. To help 
local women’s TV shows develop pro- 
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ADVERTISING CAMPAIGN: This 
four-color ad will appear in the June 
issue of the “Ladies’ Home Journal” 
and in the fall issue of the “Brides 
Magazine.” Symbol of the campaign 

is an open umbrella 





S. Steel is prepar- 
ing a 13-minute film entitled “How 
to Give a Shower.” The film will be 
offered to all TV stations for editorial 
use and to women’s clubs for appro- 
priate community activities. Manufac- 
turers, distributors and retailers are 
encouraged to make use of the film 
to help them sell their products made 
of steel. 

A concentrated 


gram material, U. 


direct mail cam- 


paign will go out to 


ers. 
A promotion kit containing 
point-of-sale material will include 


counter easel, hanging signs, display 
idea book, newspaper ad mat proofs, 
All materiai 
“Shower the 


and merchandising tags. 
will carry the slogan: 
Bride with Gifts of Steel.” 


jewelry Commercials Screened 
In ‘Bait’ Advertising Survey 


Commercials for jewelry are among 
advertising 
now on television and radio stations, 
says. 
and 
television commercials as part of its 
bait advertising survey. Other goods 
new 
appli- 
sets, apparel, 


the most questionable 
Commission 


radio 


Federal Trade 
FTC has surveyed 


the 
The 


include 
home 


in the survey 
and used automobiles, 
ances, radio and TV 
home furnishings, and music. 
One FTC commissioner 


involved 


of promotional techniques 
radio and TV broadcasters. 
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department 
stores, hardware dealers, manufactur- 
ers and to 5,000 leading credit jewel- 


basic 


predicts 
that Congress next year will direct 
his agency to launch a special study 
used by 





Your blue ribbon line for Father’s Day 


“BEST IN SHOW 
JEWELRY 


. td 


i 


AnotherAnson fi _—... 
A complete line of three-dimensional sculptured dog heads 


Designed to reach the 42,000,000 dog owners in the United 3 piece men’s jewelry set... $7.50* 

Cuff links... $4.00 Tie slide... $3.50* 

Tie tack, lapel or scarf pin... $2.50* *plus Fed. Taz 
All specially boxed for Father's Day, 


States. These exact likenesses of America’s fifteen favorite 
breeds are created in silver oxidized finish; gold plated set- 


tings... and priced right down to earth, Fast Selling and Gift giving! 


FREE DISPLAY, 
Unit 108/56H consists 
of 15 $7.50 “Best 

in Show” Cuff Links 
and Tie Clip Sets, 
pilus plastic kit of 45 
extra dog heads 
(includes 3 each of 15 
different dog designs.) 
Total Retail Value, 
$112.50 


UGHBRE 
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D LINE FOR 


FREE DISPLAY, 
including 3 FREE 

Tie Tacks; Unit 109/56H 
consists of 15 $2.50 
“Best in Show” 

Tie Tacks in lasting 
GOLD oxidized finish, 
one each of 15 
different dog designs 
Total Retail Value, 
$37.50. 


CONTACT YOUR DISTRIBUTOR NOW! HIS NAME IS LISTED ON THE OPPOSITE PAGE. 
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CALIFORNIA 


THE BALL CO. OF CALIFORNIA 
610 Seuth Broadway 
Los Angeles, California 


FRIEDMAN GESSLER CO 
220 West Sth Street 
Los Angeies 13, California 





SAM HAFFNER, INC 


SIMON GREEN CO 


315 West 5th Street 

Los Angeles 13, California 
PHILIP WOLMAN & CO 
315 West 5th Street 

Los Angeles 13, California 


5. M. MICKELSON CO 


oom 3 
315 West 5th Street 
Los Angeles 13, California 


657 Mission Street 


San Francisco 5, California 
MORGAN & ALLEN CO 


657 Mission Street 


San Francisco, California 


COLORADO 


A. ©. BECKEN CO 


Sill 16th Street 


Denver, Colorado 


MORRIS KRULAK & CO 
Denver Theatre Bidg 


Denver, Colorado 


ALBERT F. LONG CO 
1201 Welton Street 
Denver, Colorado 


DISTRICT OF COLUMBIA 


ORGEL BROS. INC 
930 F. Street, NW 
Washington 4, 0. C 


ADVANCE WATCH & JEWELERS 


SUPPLY CO 


520 10th Street, N.W 
0 


Washington 4 


FLORIDA 


DUNN & EWBRANK, INC 
406 South Morgan Street 


Tampa, Florida 


SAMUEL J. HORENBEIN 


805 Congress Bidg 


Miami 3 


Florida 


EWING BROTHERS 
P.O. Box 4478 


Atianta Georgia 


SOMMERS & SOMMERS 
$1 Cone Street, NW 


Atianta, Georgia 


1LLINOIS 
A.C. BECKEN CO 


22 West Madison Street 


Chicago, tliinois 


A.C. BECKEN, ® 
35 East Wacker Orive 


Chicago 1, tilinois 


IRMIS JEWELRY 
29 


East Madison Street 


Chicago 2, Illinois 
LOSSAU & KRAMER 


79 East Madison Street 
4 


Chicago 2, lilinoi 


PAKULA & CO. INE 


718 South Wabash Avenue 


Chicago, tilinois 


SERVICE WHOLESALE 


JEWELRY CO 


5 North Wabash Avenue 


Chicago. illinois 


ror May, 19 


5 


6 





HERE ARE YOUR 


“BEST IN SHOW” 








KANSAS 


JOMN BERKCWITZ & SONS 
113 East Dougias 
Wichita, Kansas 


KENTUCKY 


ERWIN NEUMAN INC 
133 East Short Street 
Lexington, Kentucky 


GLEESON JEWELRY CO., INC 
604 West Main Street 
Louisville 2, Kentucky 


LOUISIANA 


1. C. WILFERT CO 
ist National Bank Bidg 
Lrowley, Louisigna 


MARYLAND 


MAX KOMNER INC 
271 West Baltimore Street 
Baltimore 1. Maryland 


MICHIGAN 


A C. BECKEN CO 
220 Bagley Avenue 
Detroit, Michigan 


MARRY NEST & CO 
33 john R. Street 
Detroit, Michigan 


MINNESOTA 


S Ww. CLAUSIN & CO 
41 North 12th Street 
Minn... Minnesota 


C. £. ROAL CO 
330 Piymouth Bidg 
Minn... Minnesota 


THOMAS 8. WILSON & CO 
627 First Avenue, North 
Minn. 3, Minnesota 


MISSOURI 


EDWARDS 4&4 CO 
1115 Watnut 
Kansas City, Missour! 


THE GERSON CO 
Aitman Bidg 
Kansas City, Missouri 


NORMAN §. STIEFEL CO 
700-706 12th & Walnut Bidg 
Kansas City 6, Missouri 


JAMES |. BURKE CO 
PO. Box 1367 
818 Olive Street 
St. Louis, Missouri 


NEBRASKA 


T. J. SAFFORD CO 
6276-6277 Trust Bidg 
Lincoin, Nebraska 
BERGMAN CO. INC 


1510 Howard Street 
Omaha, Nebrashs 


NEW ENGLAND AREA 


|. ALBERTS’ SONS. INC 
373 Washington Street 
Boston, Mass 


GEORGE F CROOK CO 
24 Brentwood Avenue 
Prov dence s. Rhode island 


D.C. PERCIVAL & CO... INC 
373-387 Washington Street 
Boston, Mass 


GREATER NEW YORK AREA 


BERWIN JEWELRY CO.. INC 
15 Maicen Lane 
New York 38. New York 


UNIVERSAL JEWELRY CO 
183 Canal Street 
New York 13, New York 


WERBACH’'S 

ADMIRATION JEWELRY CO 
243 Canali Street 

New York 13. New York 


PENNSYLVANIA (continued) 
BIGGARD & CO... INC 
800 Penn Avenue 
Pittsburgh 22, Pa 
GEORGE PHILLIPS CO 


401 Times Bidg 
Scranton, Pa 


TENNESSEE 


A.C. BECKEN CO 

115 4th Avenue 

Nashville, Tennessee 

NEW YORK STATE C. 8. PETERSON CO 

122 Vendome Bidg 

Cisieatt ta ies Nashville. Tennessee 
Buffalo, New York SANDOWN & KENDALL 
A. WINKELSTEIN INC 130 Madison Avenue 
202 East Water Street Memphis 3, Tennessee 
Eimira, New York 


MAN M. COWEN — 

HY 

541 Burke Bidg WM. R. KATZ CO 
Rochester, New York 1.C. 1. Bidg 


Dallas, Texas 


LYLES VAN DE GRAZIER CO 
204 Life of America Bidg 
Datias, Texas 


MERBERT STEHBERG. INC 
1104 Commerce Street 
Dallas, Texas 


TAYLOR & CO. INC 
508 San iacinto 
Houston, Texas 


8 MM. HAMMOND CO., INC 
lll W. Commerce Street 
San Antonio, Texas 


AMMEX JEWELRY & 
NOVELTY CO 

319 First National Bidg. 

Ei Paso, Texas 


|. ALBERTS’ SONS, INC 
219 West Fayette Street 
Syracuse 2, New York 


NEW JERSEY 


BERWIN JEWELRY CO., INC 
17 Williams Street 
Newark, New jersey 


NORTH CAROLINA 


SHUBKIN-RETCHIN, INC 
Charlotte, North Carolina 


SOUTHERN WATCH SUPPLYCO 
P.O. Box 402-1412 
independence Bidg 
Chariotte, North Carolina 
SILBERT & WAINER 
P.O. Box 197 UTAN 
S. 4. CLAUSIN & CO 
409 Darting Bid 
Sait Lake City, Uten 


DECKER JEWELRY CO 
107 West 2nd South 
Sait Lake City, Uten 


MOVITZ CO 

601 Beason Bidg 
275 East 2nd South 
Salt Lake City, Utah 


Winston-Saiem, North Carolina 


A. G. SCHWAB & SONS, INC 
229 East Sixth Street 
Cincinnati 2, Ohie 


CHARLES ASCHERMAN & CO 
660 Hippodrome Annex 
Cleveland 14, Ohio 


JOSEPH SCULLER & CO 


33 North High Street VIRGINIA 
Columbus 10 
RICHMOND JEWELERS 
SUPPLY CO. IN 
ORL AHOMA 115 N. Foushee Street 


OKLAHOMA ROSS BECK CO Richmond, Virginia 


803 Coicord ~_ 3 
Ohiahoma City lahoma 
OREGON 


BUTTERFIELD BROS 
317 3.W. Alder Street 
Portiand, Oregon 


WASHINGTON 


ALBERT SPRING & SON 
1417. 4th Avenue Bidg 
Seattic |, Washington 


SW CLAUSIN & CO 
911 West Riverside 
Spokane, Washington 


IRVING GELB 
401 Mothawt Bidg 
Spokane Washington 


PENNSYLVANIA 


JOS. 6 BECHTEL & CO. Ine 
729 Sansom Street 
Prhiladeiphia, Pa 


BROWN & SON, INC 
723 Chestnut Street 
Philadeiphia, Pa 


SUPERIOR JEWELRY CO 


WISCONSIN 


M WEINGROD COMPANY 
673 North Second Street 
Milwaukee 3. Wisconsin 


740 Sansom Street HAWAII 
Prhiladeiphia, Pa 
ETTINGERS WHOLESALE 
}). LEONARD TESSLER JEW 
700 Chestnut Street 1154 Bis Street 


Priladeiphia, Pa 


) 6. BERNSTEIN CO 
502 Clark Bidg 
Pittsburgh 22, Pa 


Honoiuly, 1.4 


LEOWARD DO SULTAN CO 
1025 Alakea Street 
Honolulu Mawali 





Review Watch Question 
(Continued from page 137) 


also been complaining of damage 
from imports. The study of the jew- 
eled segment of the industry will be 
made first. 

It is highly unlikely that the gov- 
ernment will further increase tariffs, 
or impose a quota on foreign-pro- 
duced watch movements, in view of 
the unpopularity of the earlier tariff 
action. State Department officials say 
in private that they are unalterably 
opposed to further tariff or trade aid 
to the watch manufacturers—for 
reasons which they cannot discuss. 

It is more likely that some type of 
subsidy, probably indirect, will be 
granted to the industry. Many ex- 
perts in Washington say they will 
not be surprised if new aid to the 
watch industry is far-reaching enough 
to permit cancellation of the 1954 
tariff hike, although watch importers 
are not counting on this. 

Samuel W. Anderson, president of 
the American Watch Association, a 
group of importer-assemblers of 
watch movements, says he welcomes 
the re-examination of the “alleged 
defense essentiality” of the domestic 
industry. 

“We have long questioned the fun- 
damental! premise of the 1954 report, 
which found the four domestic watch 
producers to be essential to national 
security,” he says. 

Domestic producers have argued 
recently that the 1954 report did not 
help them because the volume of 
Swiss imports continued to rise al- 
though the dollar volume slipped 
somewhat. Swiss watches now com- 
prise about 80 percent of watch sales 
in this country, they say, contending 
that any further inroads in the 
American market will cause the U. 8 
producers to go out of business and 
thus mean that the “hard-core” of 
precision skills they have accumulated 
will be dissipated. 


Sheaffer Pen Co. Announces 
Winners of Display Contest 


Prizes totaling $1,950 have been 
awarded by the Sheaffer Pen Co. to 
its dealers throughout the country 
who were winners in its recent na- 
tional window display contest. 

The Altemueller Jewelry Store, 
Washington, Mo., was one of three 
top prize winners who received $100 
for displays entered between Novem- 
ber 1 and December %1, 1955. 

Buchosky Jewelers, 1106 Weat 
Broadway, Minneapolis, Minn., was 
awarded a second prize of $50, and 
third prizes of $25 have been pre- 
sented to Mathius A. Halvorson, 
Hettinger, N. D.; H. B. MeCormack 
& Son, Zion, Ill.; The Jewel Box, 
Rochelle, Ill.; R. A. Pool Co., Pom- 
pano Beach, Fla.; and J. A. Keeton, 
Victoria, Va. 
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‘Watch Inspection Time’ 
Will Get Support of Three 
Leading Trade Associations 


Three leading 
will lend their 
Inspection Time,” 
licized by The 


trade associations 
support to “Watch 
promoted and pub 
Watchmakers of 
These 
Horological Institute of America, the 
United Horological Associations of 
America and the Watch Material [Dj 
tributors Association of America. 

“Watch Inspection Time,” designed 
to stimulate consumer and trade in- 


Switzerland groups are the 
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terest in the necessity for annua! 
timepiece inspection and servicing, 
also serves to increase traffic and 
turnover for the jewelry store. The 
event will take place during the fal! 
from September 10-17, with an ex- 
panded Spring promotion planned for 
March 25-April 6, 1957. 

Promotional and 
rials, as in the past, will be available 
from The Watchmakers of Switzer- 
land to help watchmakers and jewelers 
service more watches and serve thei: 
customers more efficiently. 

Although “Watch Inspection Time” 
has been promoted during special 
periods of the year, Paul A. Tschudin, 
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fival in the man’s ring repeanecd ise thee 
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between sparkling diamonds in the 
rings crested by Alean Manufac 
furing Company. 
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director of The Watchmakers of 
Switzerland Information Center, Inc., 
in New York. said, “we look forward 
to the time when watchmakers and 
jewelers will promote the idea of 
annual watch inspection on a year- 
round basis. 


South Carolina Jeweler 
Wins $1,000 Prize in 
Bulova Watch Contest 


The winner of the top prize, in the 
contest recently by the 
material sales division of the Bulova 
Watch Co., was John B. Self, Self and 
Sons, Jewelry, Gaffney, 5. C. 


sponsored 


RECEIVES $1,000 PRIZE: John B. 
Self, winner of the first prize in 
Bulova watch parts contest is pre- 
sented with check for $1,000 by Har- 
old L. Rapp (r) of the material sales 
division of the Bulova Watch Co. 


Self received $1,000 as the winner 
of the contest which was open to 
watchmakers and watch repairmen. 
The contestants were asked to iden- 
tify three watch parts and to complete 
the sentence: “I use genuine Bulova 
material because Entries were 
accepted up to January 31, one month 
later than had been scheduled, be 
cause of the amount of interest in 
the contest. 

Self operates his store in partner- 
ship with his brother, T. J. Self, Jr., 
and his brother-in-law, Henry Mce- 
W hirter. 

Forty-seven other 
mitted winning entries and received 


jewelers sub- 
cash prizes. 


( ensut Bureau Re 
On Puerto he i an Store: 


The preliminary report on the 1954 
Census of Business, for Puerto Rico, 
issued by the Bureau of the Census, 
states that in that year there were 172 
retail jewelry stores in the territory. 

A total of 357 employees earned, 
collectively, $462,900 and gross re- 
ceipts were $3,485,200. Overall retail 
trade receipts showed a 78 per cent 
increase over 1949, the previous year 
in which census figures were taken. 
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Swiss Scientists Develop 
New Atomic Timepiece That 
Reduces Error by Tenth 


Swiss horological scientists are con- 
stantly working toward the creation 
of more precise instruments to check 
the accuracy of the modern time- 
pieces produced by the Swiss watch 
industry. An “atomic clock” is the 
most recent result of their efforts. 

At the Swiss Horological Research 
Laboratory and the Physics Depart- 
ment of the University of Neuchatel, 
these scientists are perfecting the 
complex instrument which uses 
atomic oscillations to measure sec- 
onds. The new device resembles a 
roomful of testing machines more 
than a clock. 





NEW “ATOMIC” CLOCK: The new 
“atomic clock,” which was developed 
to test the accuracy of watches, fills 
half a room at the Swiss Horological 


Research Labheratory at Neuchatel, 
Switzerland. Rarely run for more 
than 10 minutes at a time, it is said 
to be from 10 to 100 times more ac- 
curate than the electronic quartz 
erystal clock, one of the most precise 
time-telling instruments now in gen- 
eral use. 


This unusual time-measuring mech- 
anism can split seconds into billions 
of parts. It is being used to regulate 
the electronic quartz crystal clock 
which is accurate to one ten-thou 
sandths of a second per day; the 
atomic clock will reduce this margin 
of possible error at least ten times, 
and possibly a hundred. 

From a highly technical standpoint, 
the clock is described as being regu- 
lated by a molecule of ammonia with 
its three atoms of hydrogen and one 
of nitrogen. In such a molecule, the 
nitrogen atom oscillates at a tre- 
mendous rate of speed (about 24 bil- 
lion times a second). This oscillation 
becomes the “pendulum.” 

The heart of the clock is a molec- 
ular amplifier where ammonia, 
chilled by contact with liquid air, is 
introduced into a vacuum. 

Swiss scientists say the atomic 
clock may never be used for the mea- 
surement of consecutive time. It is 
now “run” for periods of only about 
ten minutes to measure the relative 
accuracy of other instruments. 
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New ‘Coffeematic’ Introduced 
At New York Press Reception 


The new “Coffeematic,” an auto- 
matic electric coffee maker, made by 
Landers, Frary & Clark, manufac 
turers of Universal electric house- 
wares, was introduced at a party for 
the press at the Hotel Pierre, New 
York, on April 3. 

Features of the new appliance in- 
clude a newly designed heat guard 
handle, non-drip spout, plastic bot- 
tom, gold escutcheon plate and glass 
top. 

H. S. Perkins, sales manager of the 
electric housewares division of the 
company, said that Universal had 





made an important contribution to 
the outstanding success of all auto- 
matic percolators today 

Landers Frary & Clark produced 
the first electric percolator in 1912 
and the first automatic one in 1941 
Since the introduction of the first 
Universal percolator in 1905, the com 
pany has made more than 15 million 
coffeemakers and today is the largest 
manufacturer of that product in the 
world. 


Raplee’s Jewelry Store, Newton, 
Kansas, has been sold to Mr. and Mra 
Sam Hankins, Salina. Mr. and Mrs 
G. J. Raplee, previous owners, are re 
tiring because of ill health. 


says the gift season is over? 





engraving brings year-round profit! 
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EASY TO OPERATE... 
EASY TO PAY FOR... 


LIBERAL TIME 
PAYMENTS 


Send for booklet GM 
“How to Make Money 
with Engraving.” 
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Executive 


Appointments 





Arthur W. Muller has been named a 
vice-president of J. R. Wood & Sons, 
makers of Artearved diamond and 


ARTHUR W. MULLER 


wedding rings. He has been associ- 
ated with the company since 1937, 
first as diamond buyer and later as 
merchandise manager in charge of al! 
phases of styling and production. Re- 
cently his duties also included loose 
diamond importing, buying = and 
grading. 

Francis H. Wemple, treasurer of 
Handy & Harmon, processors of sil- 
ver, gold and platinum, was elected 


a director of the company at the 
annual shareowners meeting on April 
18. He joined Handy & Harmon in 
1945, served as assistant secretary 
and was elected treasurer in 1954. 


The Gemex Corp. has announced that 
William Hoehn has been appointed 
factory manager, replacing Roland 
F, Boehm, former vice-president, who 


A. L. ORLSCHLAGER WILLIAM HOEHN 


has resigned. He will supervise all 
production activities. Alvin L. O¢cel- 
schlager has been named assistant 
factory manager and his duties will 
include coordination of production 


and personnel facilities, production 
schedules and plant purchasing super- 
vision. Hoehn and Oelschlager have 
been with Gemex for 27 and 21 years, 
respectively. 


Charles W. Pfaff has been elected as- 
sistant treasurer of the Elgin Na- 


CHARLES W. PFAFF 


tional Watch Co. He will be manager 
of the newly created budgets and 
procedures department. For the past 
five years he has been manager of 
the administrative service division of 
the Chicago office of Arthur Ander- 
son & Co., accountants. 


Four Appointed to Important Posts by Hamilton Watch Company 


LOWELL F. HALLIGAN 


Four new appointments have been 
announced by Arthur B. Sinkler, 
president of the Hamilton Watch Co. 
Lowell F. Halligan, formerly vice- 
president in charge of sales, will now 
become vice-president in charge of 
coordinating special sales and ad- 
ministrative operations involved in 
Hamilton's defense work and long- 
range diversification program, which 
was recently accelerated to include 
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RUFUS A. FULTON 


precision gauges and automobile 
clocks. 

Rufus A. Fulton, recently elected 
vice-president in charge of market- 
ing, will now be in charge of sales, 
merchandising and advertising of all 
Hamilton watches. He previously 
headed his own concern, the Fulton 
(o., distributors of flooring materials. 

Henry 8S. Tholen, has been named 
director of sales, replacing A. A. 


HENRY 8. THOLEN 


EDWARD IRELAND 


Colvin, who will become manager of 
Hamilton's West Coast office. Tholen 
joined Hamilton as credit manager 
in 1952 and was elected assistant 
secretary and assistant treasurer in 
1954, 

Edward Ireland will replace Tholen 
as general credit manager. Formerly 
assistant comptroller, he will also 
serve as assistant secretary and assis- 
tant treasurer. 
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At the March 20 meeting of the Jew- 
elry Credit Group of the New York 
Credit and Financial Management As- 
sociation, held at the Biltmore Hotel, 
New York, the guest speaker was 
Isaac Benwitt, of the New York State 
Society of Certified Public Account- 
ants. He spoke on the various services 
that the accounting profession can 
render the retail jeweler with em- 
phasis on tax returns, audits and fi- 
nancial statements. 


Jesse Henshel, a Bulova Watch Co. 
sales executive, has been elected presi- 
dent of the Rockville Center, N. Y., 
Public Library. 


The New York State Retail Jewelers 
Association held a symposium at the 
Sheraton-Ten Eyck Hotel, Albany, on 
March 19. Guest speakers were Miss 
Billie Kolb, jewelry merchandising 
manager for Life Magazine; H. Wil- 
liam Coulthurst, assistant to the presi- 
dent, Anson, Inc.; and Alvin Levine, 
Foote, Cone & Belding advertising 
agency. 


Mrs. Hersha Davie has joined her 
brother, Joseph Lucie, in the operation 
of the J. W. Lucie Jewelry Store, 
Olean. 


Jules Daniels has been named chair- 
man of the “Know Your Jeweler” 
campaign, sponsored by the Utica 
Jewelers Guild. Harold Lennon is 
president of the guild. 


Arthur Celona, formerly with Black, 
Starr & Gorham, New York, has 
opened a new store at 34 Mill Road, 
Eastchester Shopping Center, Tucka- 
hoe. He is an expert watchmaker and 
diamond setter. 


Max Turkel, owner of the diamond 
cutting firm of the same name, has 
announced that his plant has moved 
from 56 West 45th St. to new quarters 
at 2 West 47th St. 


Louis and Max Cutler, wholesale jew- 
elers, formerly located at 2 Maiden 
Lane, have moved to new quarters at 
Room 606, 71 Nassau St. The firm 
carries a complete line of gold and 
gold filled jewelry. 


Eli Berlin, of Material Associates, 
Inc., wholesalers at 21 Maiden Lane, 
died on March 19. 


I. Kleinberg, founder of the diamond 
importing and cutting firm of Klein- 
berg & Son, 2 West 46th St., and Mrs. 
Kleinberg celebrated their golden 
wedding anniversary on February 20 
with a reception and dinner for family 
and friends. Kleinberg has been active 
in the diamond business here and 
abroad for the past 58 years. 
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Dr. A. E. Alexander, assistant vice 
president and member of the Board 
of Tiffany & Co., resigned April 1 
For the past two-and-a-half years he 
had been manager of several of the 
store’s departments. He recently re- 
turned from a buying trip to Ger- 
many, Austria, Switzerland, Italy 
and France and plans to establish a 
New York office as a jewelry con- 
sultant. 

W. Waters Schwab, president of J. BR 
Wood & Sons, will be the guest of 
honor at the 10th annual dinner of 
the Jewelry and Allied Trades di- 
vision of the National Conference of 
Christians and Jews to be held June 
21 at the Waldorf Astoria Hotel. 
Harry Bromley, publisher of Nation 
al Jeweler, is the newly elected chair- 
man of the jewelry division. 


Thomas ©. Murfitt, general manager 
of H. J. Howe, Inc., jewelers in 
Syracuse, has announced the appoint- 
ment of Mrs. Ethel Evans as gift and 
china buyer. 


Harry R. Gerber, president of Bram- 
ley & Co., Main St., White Plains, has 
been elected a member of the inter- 
national committee of the American 
Gem Society. 

Woods Jewelers have opened a new 
store at 51 North Ocean Ave., Patch- 
ogue, Long Island. The previous loca- 
tion of the store, destroyed by fire, 
was at South Ocean Ave. and East 
Main St. Al Grant is the manager. 
The store will return to the former 
site when a new building is completed 
there. 


Jack Heffron, who covers major cities 
in the East and Mid-West for the 
Norelle Jewelry Corp., jewelry manu- 
facturers at 15 Maiden Lane, has re- 
ported that his son, Howard A. Heff- 
ron, formerly Assistant U. 8. District 
Attorney for the Southern District, 
has been promoted to Assistant Chief 
of the Civil Division. 


The Watchmakers’ Association of 
New Jersey met at the Irvington 
House, Irvington, N. J., on April 10. 
James O'Shaughnessy, past-president 
of the Horological Society of New 
York, was the guest speaker. Bert 
Hayenga, membership chairman, re- 
ports that a considerable number of 
new members have joined the associa- 
tion. 


Carl Avner, comptroller and treasurer 
of the Helbros Watch Co., Inc., has 
been elected to the board of directors 
of the New York Credit and Financia! 
Management Association. He will 
serve in that capacity for two years. 
























Grown by 
patving Oysters , 














NECKLACES and EARRINGS 
ve at attractive prices 
















JACK J. FELSENFELD, Inc. 


bide Ni Tor 16. N.Y 


































Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
EMERALDS 

CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT 
TOURMALINES 
TOPAZ 

AMETHYST 





Unusual Gems 


Meme Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 34. N. Y 

































ENCRUSTERS 


Stone Seal Engrevers, Drilling 
P, acious——Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38 NY 















Menetfecturer te Reteiler 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Fantasy of Jewels 


18.20 W. Siet 6t.. New York 1, N. Y¥. 











149 








WATCH 
SALESMEN 


2 Openings 
Mid-West and 
South-West 


High calibre men wanted by na- 
tionally advertised, quality watch 
company. Substantial active ac- 
counts in territory. Top drawing, 
travel expenses, excellent com- 
mission plus incentive bonus. 
Superb opportunity and future. 
Our salesmen know about this 
ad. Reply in confidence. Full de- 
tails, please. 


Address “Z., 2038,” care of 
Jewelers’ Circular-Keystone 











THE FINE 
MOUNTED 
RING LINE 





Employes! Employers! 
Jewelers’ Circular-Keystone has an 
easy-to-use, wantad order form in 
this issue. There is a classification 
jor every need, 
See the classified advertising section! 
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The 11th annual dinner-dance of the 
Diamond Peacock Club was held at 
the Hotel Somerset, Boston, on April 
21. Advance sales had promised the 
largest gathering in the history of the 
organization. 


It was “touch and go” as far as the 
outcome of the 1955-1956 season of 
the 10 teams of the Boston Jewelers 
Bowling League was concerned. The 
Mahar & Engstrom team, which has 
won on two recent occasions, had 
worked itself up to a point where, 
just three games before the finals, it 
had tied with the A. Stowell Co. team, 
which had held top place for several 
weeks. The annual banquet and 
awarding of prizes was scheduled to 
take place at the Hotel Brunswick on 
April 28. 

Members of the New England Guild, 
American Gem Societv. met at the 
Boston Museum of Science on April 
12. Basil Clair spoke on “Famous Dia- 
monds of History” and showed repli- 
cas of many. An illustrated slide 
lecture. “What Price Your Dia- 
monds,” also was presented. 


Lorenz E. Ernst, formerly head of 
the silverware, clock and appliance 
department of the D. C. Percival & 
Co., 2nd floor Jewelers Building, was 
appointed general manager of the 
firm on April 1. Arthur J. Hardy, 
formerly assistant head of silverware, 
was named as Ernst’s successor in 
that department. Earl Sederquist, of 
the watch department, became father 
of twin sons, John and James, on 
March 14, 


Mr. and Mra. Bernie Mendelsohn of 
Mendelsohn & Terban, 412-416 Wash- 
ington Bldg., were off this spring on 
a cruise to Ciudad Trujillo, Dominican 
Republic, as winners of a_ contest 
sponsored by Fedders Air Condition- 
ers, a similar award to the one won 
year ago by Mr. and Mrs. Al Terban 
of the same firm. 


Henry Kamlot, of the firm of the 
same name, 307-312 Washington 
Bidg., just back from skiing in Ver- 
mont, was advised by the Bulova 
Watch Company that a Bulova grand 
prize had been won by a contestant 
who had purchased his kit from the 
Kamlot firm. The winner was John 
Walsh, of A. Stowell Co., Boston. The 
Kamilot firm was awarded $25 in addi- 
tion. 


Mrs. Harriet Tremholm, office man- 
ager of Thomas Long Co., has retired. 
and her place has been taken by 
George Lemos. Allen Davidson, trea- 


surer of the firm, is back from a 
jewelers conference in Nassau. Mem- 
bers of the Thomas Long Co. Associ- 
ates held their annual meeting at the 
Hotel Kenmore on April 5. Mrs. Ada 
Court of the watch repair department 
was named president; Elliott Court of 
the same department, vice-president; 
Miss Agnes Janson, secretary, and 
Miss Virginia McManus, treasurer. 


The firm of Shreve, Crump & Low 
was the only jewelry firm in Boston 
which participated in the 1956 New 
England Home Progress Show, held 
in Mechanics Building April 12 
through April 19. Nine table settings, 
valued at more than $25,000, for all 
types of entertaining, were displayed 
in the completely furnished contem- 
porary rooms at the show. 


Sidney Doane Cook, 
and general manager of A. Stowell 
Co., and Mrs. Cook, sailed on April 10 
for a 12-day cruise of the Caribbean 
aboard the S. S. Mauretania. They 
were guests of the General Electric 
Company, as winners of a contest 


vice-president 


sponsored by GE, 


Ralph Webber, formerly with Bige- 
low, Kennard & Co., and also Kennard 
& Co. and the Waltham Watch Co., 
is back with Bigelow, Kennard after 
an absence of several years, and is 
handling watch repairs. 


John Kennard, of Kennard & Co., who 
recently returned from a California 
trip, and was drawn for jury duty, 
suffered a heart attack on April 8 and 
has been confined to the Massachu- 
setts General Hospital. 


Miss Ruth Bell, of the Smith-Patter- 
son jewelry division of the Jordan, 
Marsh Co. department store, was 
married on March 25, and is now Mrs. 
“Al” Pine. 

Woodbury-McLeod, Inc., of Haverhill, 
Mass., opened a new branch store at 
15 State Street, Newburyport, Mass., 
holding formal ceremonies on April 19. 


Mrs. Ella Bird, certified gemologist 
with Smith-Patterson division of Jor- 
dan Marsh Company, has just re- 
turned from a vacetion trip to San 
Antonio, Texas, where she and her 
four sisters were together for the 
first time in 15 years. Mrs. Bird lec- 
tured on “Birthstones on Parade” at 
the Business Women’s Club of Har- 
vard University on April 11. 

Mrs. Edward Timmins, an authority 
on antique jewelry, addressed the 
Boston Zonta Club on April 10 at the 
Women’s City Club. 


THe JeEweLers’ CirncuLAR-KEYSTONE 

















Mrs. Mary Day, saleswoman with 
“Bill’ Sehwind’s R. C. Jewelry Co., 
Rumford, Me., is convalescing from 
an operation which confined her to 
the hospital. Richard Schwind, Bill's 
son, is back from a vacation in the 
Florida Keys. 

Mr. and Mrs. Leo Rossman, of Hub 
Materials Co., 408-412 Washington 
Building, have returned from a six 
weeks’ vacation in Florida. 


Mr. and Mrs. Ernest Pearson, jewe!l- 
ers of Attleboro, Mass., have returned 
from an extended vacation in Ala- 
bama, Georgia and Florida. 


Albert Houle, jeweler of Wareham, 
Mass., has remodeled his store and in- 
stalled new fixtures. 


John Nelson, a salesman for Swart- 
child & Co., 502-505 Washington 
Building, was hospitalized for three 
weeks for an operation in April. Rob- 
ert Swartchild, from the Chicago 
headquarters of the firm, snent sev- 
eral days in Boston in April. 


The firm of Santisi and Bove. 42% 
Province Buildine. have installed a 
new Watch Master. 


Bernie Smith, of Smith & Zaff, is 
hack on the road again after being 
laid up several months following an 
operation. 


M. Martin Sarill, 304 Washineton 
Building. is assisting Robert G. Tay- 
lor of Utica. N. Y.. in teking on the 
agency in New England for the new 
Watch Master and the new Elimag, 
electronic demagnitizer. 


The firm of Herbert W. Stranger & 
Co., 306 Washineton Building, is stil! 
in the process of liquidating, already 
vacating Room 312. William Durie. 
salesman for the firm until mid- 
March, is now with Elgin American 
Watch, covering the Connecticut ter- 
ritory. Robert McLaren is still con- 
valescing from illnes« which has kept 
him away since last November. 


Donald W. Moran, Brockton. Mass., 
jeweler, planned a fishing expedition 
to New Brunswick waters the latter 
part of April. 


William Arrington and son Edward 
Arrington purchased the Tremblay 
Jewelry Store at Danvers, Mass., at 
auction on March 27 and will oper- 
ate it as Arrington Jewelers. Edward 
Arrington is with the Permo-Seal 
Company, Jewelers Building. 


Louis Belley, formerly associated with 
his father, Edmond L. Belley, in the 
jewelry store in Lowell, Mass., is now 
in another line of business. 


Seth Greene, son of Frank Greene, 
ieweler, 610 Jewelers Building, is 
back in the United States from 
Ankara, Turkey. 


Murray Laurie, of Murray’s Jewelry 
Store, Quincy, Mass., is back from a 
vacation trip to Havana, Cuba. 
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Mrs. Rose Marshall, head bookkeeper 
with the Travis-Farber Co., 909 
Jewelers Building, spent the last two 
weeks of April on a vacation trip to 
Hollywood, Fla., with her husband. 


Mr. and Mrs. Irving H. Dinner, op- 
erators of Wright’s Jewelry Co., Hud- 
son, Mass., are back from a vacation 
trip to Puerto Rico. 


Roy L. Spring, 706 Jewelers Building, 
reports good fishing at his place on 
the canal, Gray Gables, Bourne, Cape 
Cod. 


Edwin Guiness. of the Louis F. 
Guiness, Inc., firm, 711 Jewelers 
Building, was included among officers 
of Shawmut Lodge, AF&AM, who 
took part in the raising of Masters of 
the Lodge on April 11. 


Fred J. Rossignol, who recently took 
over the stock of Sulka Jewelers. 
Waterville, Me., has opened a new 
store there. 


, 


“Jerry” and Leola Eno of the Jerome 
L. Eno jewelry stores in Skowhegan 
and Madison, Me... write from 
Neuchatel, Switzerland, saying they 
visited the Seitz factory there where 
they saw jewels being made, and also 
the new Ruby shockproof watch made 
hy the Seitz firm. 


Mahar & Engstrom, 405-411 Jewelers 
Building, have repainted, remodeled 
and installed new fixtures in their 
quarters. The firm recently was ap- 
pointed exclusive New England dis- 
tributors for the Precision Electric 
Timing Machine and the Nu-Val, com- 
bined dust collector and polisher. 


The store of Joseph Stone, 7th floor 
Washington Building, was liquidated 
and closed on April 1. 


A fourth-weneration Frank A. Gen- 
dreau made his appearance with the 
Frank A. Gendreau firm, 47 Winter 
Street, Boston, on April 5, the new 
son of Frank A. Gendreau, Jr., grand- 
son of the present proprietor and 
great-grandson of the late Frank A. 
Gendreau. 


John Perry, 817 Washington Building, 
has returned to work after a brief ill- 
ness which kept him away during 
April. 

Herbert Schuster, associated with his 
father, Murray Schuster, 816-A 
Washington Building, was the proud 
father of a son, Eric, on March 30. 


Fred L. Cochrane, salesman for Nor- 
ing & Bloom, 809 Washington Bidg., 
is back from a Washington and New 
York vacation. 


Russell 1. Ferguson, jeweler of Ware, 
Mass., is back from a vacation trip 
with Mrs. Ferguson to Miami, Fla. 


Work still progresses on the remod- 
eling of the Alfred F. DeScenza & 
Son's quarters, 609 Washington 
Building. 

(Turn to page 161) 
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The Pennsylvania Retail Jewelers As- 
sociation held its annual convention 
at the Yorktowne Hotel, York, Pa., 
on April 22 and 23. Scheduled as 
featured speakers were Oscar Kind, 
Jr., ANRJA president, whose topic 
was “What the ANRJA is Doing for 
Retail Jewelers,” and William Wag- 
ner, executive secretary of the NJA, 
who was scheduled to talk on “Use 
More Credit to Sell More Jewelry.” 
A forum session held on the after- 
noon of April 23 had as its subject: 
“Are You Making Money on Your 
Jewelry Store Services?” 


At the April 3 meeting of the Phila- 
delphia Jewelers Association at the 
Drake Hotel, Albert Haase, of the 
Jewelry Industry Council, told mem- 
bers of the success of last year’s 
“Operation Cherub” and of plans for 
the same pre-Christmas promotion 
this year. Meyer Barr, Barr’s Jew- 
elers, and Francis Haggerty, of the 
store of the same name, 3707 German- 
town Ave., who both took part in 
“Operation Cherub” also gave their 
views of the success of the promotion. 
Some 50 members attended the meet- 
ing. The group’s next meeting will 
be held in mid-May, the exact date 
to be announced later. 


Gardner's Jewelers, 205 South 17th 
St.. has had a two-week sale of an- 
tique jewelry and reproductions. Mur- 
ray Gardner reports that he buys 
privately, and finds antique jewelry 
increasingly hard to obtain. 


L. Jagielky, 1603 Walnut St., has been 
featuring a very attractive window 
display highlighed by imitation 
lilac blooms. They are so artistically 
arranged that Mrs. Joan Rocco, who 
decorates the windows, says that 
many customers think they are real. 
Plans for the Mother’s Day window 
are already being made. 


Miss Elaine Cooper, Fred J. Cooper, 
109 South 13th St., has been reelected 
president of the Eastern Pennsylvania 
Guild of the American Gem Society. 
Other officers are Aaron Zimmerman, 
vice-president; Ray Kirkpatrick, sec- 
retary; and John Samuelian, treas- 
urer. Al Ross is chairman of the 
membership committee. At the meet- 
ing of the Guild on April 10, Harry 
Ogden, New York, addressed the mem- 
bers on: “Design.” 


Herbert's, 104 South 13th St., has 
been making effective use of blue peg 
hoard shadow boxes, which are con- 
tained in gilt frames. Costume jew- 
elry and small gift items are dis- 
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played in them. One unusual item on 
display is a plastic and gold-colored 
mouse trap set with rhinestones. It 
is used as a paper clip. 


Bailey, Banks & Biddle Co., Chestnut 
and 16th Sts., has been featuring pic- 
tures of Grace Kelly in some of its 
window displays. Another interesting 
window display, making use of old 
coins, tied-in with National Coin 
Week. 


Fred J. Cooper will hold its biennial 
sale in May. The sale will be store- 
wide but emphasis will be placed on 
silver plated merchandise. The store 
plans to discontinue silver plate to 
concentrate on stainless steel. Miss 
Elaine Cooper will sail on June 14th 
on a buying trip to England, Norway, 
Denmark, Sweden and Germany. She 
will be away two months. She will 
visit the family jewelry store, F. R. 
Cooper & Son, Colchester, England, 
that was established in 1883. 


Elwood A. Davis, owner of Millard F. 
Davis, Inc., 831 Market St., Wilming- 
ton, Del., has returned from a trip 
to Europe with his wife. 


Donald Vavala, silversmith for the 
past six years at the Millard F. Davis 
store, Wilmington, was married on 
April 6. 


Jack D’Alonzo, proprietor of Spring- 
field Jewelers, 19 East Springfield Rd., 
Springfield, Delaware Co., has com- 
pleted the course given by the Horol- 
ogical Institute of America. His course 
included passing an examination for 
which he prepared for five years and 
the repairing of two purposely dam- 
aged watches so, that they were ac- 
curate to four seconds in 24 hours. 


Reading Jewelers Guild 
Addressed by Kenneth May 


At a meeting of the Reading, Pa.., 
Jewelers Guild on April 9, Kenneth 
May, president of the Pennsylvania 
Retail Jewelers Association, spoke on 
“What Makes a Jewelry Business 
Click.” 

At a special meeting of the board 
of directors, Chester Gundy, Stephen 
Rentschler and Robert Benson were 
elected board members. 

President Charles Divine also 
named the following committee chair- 
men: Merritt Alexander, tax commit- 
tee; William H. Diller, publicity; 
Chester Gundy, membership: and 
Kar! Schwemmer, program commit- 
tee. 
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International Silver Co. Issues Report on New Building 
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CONSTRUCTION NOW UNDERWAY: Construction of the new $4,000,000 

International Silver Company building is progressing rapidly with steel now 

being erected. The exterior of the building—as illustrated by architect's drawing 
of the front elevation—will be dark red brick with stainless steel trim. 


The International Silver Company 
has issued a report on the progress 
being made on its new factory and 
office building, now under construc- 
tion on the outskirts of Meriden, 
Conn. 

According to the company report, 
the first to move in will be workers 
in the manufacturing wing of the 
building where silverplated hollow- 
ware will be produced under the most 
modern conditions. Scheduled time 
for the move is early 1957. 

This factory wing will utilize two- 


Heart-Shaped Diamonds Shown 
At Fashion Show for Editors 


More than 200 editors 


fashion show at the 


cut by Baumgold Bros., 


their “Eternal Heart Shapes,” “Circle | 
of Light” and “Jager Blues’ 
were shown. 





Ilhustrated here is a brooch, created 
by Van Cleef & Arpels, combining 


heart shaped stones with round and | 
express the | 
flowers” motif The | 
brooch highlights an important trend | 


baguette diamonds to 
“hearts and 


the use of diamonds on furs. 
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thirds of the 340,000 square feet of 
working space and is parallel to the 
office wing. The two wings are con- 
nected to form a large H. 

The two-story executive and gen- 
eral office building, which fronts on 
South Broad St., will be ready for 
occupancy in the late spring of 1957. 
This portion of the new building will 
also house rooms specially designed 
to display all lines of the company. 

Air - conditioning, fully - equipped 
cafeteria, modern lighting units and 
color schemes, are some of the at- 
tractive prospects for the 1,200 future 
employees of the new building. 
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Obituaries 








| Harry Giddan, 68, a St. Louis, Mo., 
jeweler for about 50 years, died 


March 29 after a long illness. His 


| widow, a son and a daughter survive. 


| George M. Bovard, 69, proprietor of 
| the jewelry store of the same name at 
| 6158 Ridge Ave., Philadelphia, Pa., 
| died April 1. Widely known in the 
| Jewelry field, he succeeded his father 
| and grandfather in the direction of 
| the family business which was found- 
ed in 1859. A director of the Philadel- 


phia Jewelers Association, Mr. Bovard 
is survived by his widow, Mrs. Mar- 
garet Bovard, and three daughters. 


Ignatz Ascherman, 84, associated for 
the past 15 years with Charles Ascher- 


/ man & Co., wholesale jewelers at 660 


Hippodrome Annex, Cleveland, Ohio, 
died on March 8. Born in Bohemia, a 
province in western Czechoslovakia, 
he came to Cleveland in 1909. For 30 


years he was a representative of the 


Metropolitan Life Insurance Co. 
Charles Ascherman, his son, is the 
head of Charles Ascherman & Co. 


J. ¥V. Kehler, 51, owner of the jewelry 
store of the same name at 3351%, 


Greenmount Ave., Baltimore, Md.., 


died on March 15. Before establishing 


| his own store, he was employed for 
many years by Zimmerman’s Jewelry 


Store, Shamokin, Pa. His widow, Mrs. 
Katie Kehler, his father, a son, a 
daughter, a step-son and a brother 
survive. 


Peter Koller, 83, co-founder of the 
Buffalo Jewelry Case Co., Buffalo, 
N. Y., died March 1. Mr. Koller started 
the company 63 years ago with the 
late Nathan Steigerwald. He retired 
13 years ago. He is survived by three 
sons and four daughters. 


Charles A. Krueger, 86, retired fore- 


'man and diamond setter for many 
years with Mermod - Jaccard - King 
| Jewelry Co., 900 Locust St., St. Louis, 
| Mo., died March 23 at the home of 
his daughter in Washington, D. C. 
| Survivors include three daughters, a 
| brother and three sisters. 


| Charles T. Klein, 57, owner of Klein’s 
| Credit Jewelers, 259 Bleecker St., 
| Utiea, N. Y., died March 16 after a 
| brief illness. Born in Lodz, Poland, he 
came to Utica 60 years ago and had 


been engaged in business there for 


' the past 38 years. He is survived by 


his widow, Mrs. Ruth Klein, two sons, 


| two brothers and five sisters. 


_ Nathaniel 
_owner of the jewelry store of the 
game name in Bicknell, Indiana, died 
| February 25. He had been owner of 
| the Bicknell! store for the past 42 
| years, selling it on February 1 to Ray- 
| mond Stermming whom he had train- 


Lindsay Highsmith, 77, 


ed. Survivors include his widow, Mrs. 
Clara Highsmith, three daughters and 
two sons. 


John Gates Babcock, 51, president of 
Sloan & Co., 15 Maiden Lane, New 
York, jewelry manufacturers, died 
April 14. He had been president of 
the company, founded by his grand- 
father, Augustus K. Sloan, for nine 
years. He is survived by his widow, 
Mrs. Ann K. Babcock, two brothers 
and a sister. 


Michael R. Shingler, 82, owner of the 
store of the same name in Wellsville, 
Ohio, died March 24. A brother and 
several nieces survive. 


Martin D. Keller, 79, for many years 
a consultant and appraiser with the 
T. & E. Dickinson Co. store, Buffalo, 
N. Y., died April 12. The store closed 
in 1936. 


Arthur W. Deuble, 59, owner of 
Deuble’s Jewelers, Canton, Ohio, the 
oldest jewelry and watchmaking 
establishment in the state, died April 
5 while on vacation in Florida. A 
former executive of the Climaline Co., 
in recent years he had devoted him- 
self exclusively to the operation of 
his store, which has been in the 
Deuble family for 123 years. He is 
survived by his widow, Mrs. Marian 
A. Deuble, two sons, two daughters, a 
brother and a sister. Herbert G. 
Hayes is manager of the store. 


Annual Convention Planned 
By Horological Institute 


The 35th annual convention of the 
Horological Institute of America will 
be held May 20-21 at the Willard 
Hotel, Washington, D. C. 

Arthur F. Beck, executive secre- 
tary, has announced that the guest 
speakers at the convention will in- 
clude Albert F. Welch, assistant de- 
partment head of research, General 
Motors Corp., and Horace Bowman, 
head of the time section of the Na- 
tional Bureau of Standards. 

Mel Foer and Alvin Ritchey, Melart 
Jewelers, Inc., Washington, D. C., 
second prize winners in the Watch- 
makers of Switzerland contest on the 
subject of making watch repair de- 
partments pay, will take part in a 
panel discussion on the same topic. 
American Time Products will demon- 
strate its new timing machine and 
demagnetizer. 

The program wil! start with an in- 
formal cocktail party at the Willard 
Hotel. Business sessions and the ban- 
quet will take place the following 
afternoon and evening. 
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Indiana Retail Jewelers Convene in Indianapolis 


A debate on Fair Trade and the 
present Fair Trade laws was the high- 
light of the Indiana Jewelers Asso- 
ciation annual convention, held at the 
Severin Hotel, Indianapolis, on April 
8-9. About 175 jewelers, manufactur- 
ers and representatives were present. 

Peter J. Sletterdahl, editor, Journal 
of the National Association of Retail 
Druggists, and Oscar W. Cooley, edi- 
tor and teacher of economics at Pur- 
due University, were participants in 
the debate held during the April 8 
session. 

In speaking of Fair Trade, Sletter- 
dah! said that it was the basis for 
the protection of the independent re- 
tailer from unscrupulous merchants. 
“Fair Trade also represents the rights 
of the manufacturer in the trade mar- 
ket,” he said. He also noted that of 
the 45 states that have Fair Trade 
laws, none had ever repealed them. 

Cooley said that the basic question 
involved in Fair Trade was: “What is 
the contract and to whom does it 
apply 7?” He said also that it was often 
pressure on the part of retailers that 
retained Fair Trade laws. 


The IJA voted on April 9 to re- 
affirm its belief in the principles and 
aims of resale price maintenance. 


Norman J. Beatty, general counsel, 
Indiana Department of State Revenue, 
gave a review of state gross income 
tax procedures and their application 
to the retail merchant. He said that 
the tax was fair and expressed his 
fear of “sugar coated taxes” such as 
the sales taxes now in force in many 
states. 

The program on April 9 ended with 
a banquet at which the $100,000 “Im- 
perial Pearl Gown”—said to be the 
world’s most expensive dress—was 
modeled by Mrs. Dina Diana Updyke, 
an employee of the Charles Peek Jew- 
elry Co., Indianapolis. After the 
dinner, there was dancing and enter- 
tainment including Bert Julian and 
the Men About Town and Helen Kaye, 
singer. 

Speakers on April 9 were P. W. 
Down, Commercial-Union-Ocean 
Group Insurance Co., who spoke on 
“Insurance Available to the Jewelry 
Industry”; Bert McCammon, School 
of Business, Indiana University, whose 
topic was “Management Engineering 
for Small Business,”; and Max Seid- 
man, Lane Bryant, Inc., who talked on 
“Transportation Costs and their Ap- 
plication to Indiana Jewelers.” 

Leon Engel, president of Bright- 
wood Jewelers, Indianapolis, was re- 
elected president of the association. 
Other officers elected were Ralph 
Simon, Simon’s Jewelry, Vincennes, 
first vice-president; Irving Chayken, 
Armstrong’s Jewelry, Inc., Hammond, 
second vice-president; and Charles 
Feffer, Charles C. Peek, Ine., 
treasurer. 
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Named as directors for 1956 were: 
Sol Blickman, H. Ray Edwards, 
William A. Groner, William FE. Har- 
rison, Earl F. McConnell, Louis G. 
Mohlman, J. Hershel Monroe, John 
W. Sauer, Norval Fishvogt and Ed. 
J. Welp. 


Golden Circle Club Hears 
Talk by Leading Attorney 


One of the largest dinner meetings 
ever held by the Golden Circle Club 
of New York took place at the Del 
Monico Hotel on April 16. 

At the business session after the 
meeting, president Herman Ostrin ex- 
pressed the appreciation of the entire 
membership to Mr. and Mrs. Mike Fina 
for their hospitality in connection with 
an elaborate evening’s entertainment. 
The affair took place at their home on 
March 23 instead of the regular 
monthly meeting. 

Guest speaker at the April 16 meet- 
ing was Burton Turkus, well-known 
attorney who acted as prosecutor at 
the famous Murder, Inc. trial. He told 
members of the club many of the 
details of the case which were never 
released to the press. Turkus’ fas- 
cinating revelations were enthusias- 
tically received by the audience. 


Jewelers Fraternal Group 
Holds 41st Annual Meeting 


The Jewelers’ Fraternal Associa- 
tion of New York held its 41st annual 
meeting on March 8. 

Elected as officers were George 
Roufberg, president; Dave Weinberg, 
vice-president; Charles A. Parker, 
secretary-treasurer; and George 
Sternecker, Ezra Frizzell and Rich- 
ard Bromley, members of the board 
of governors. 

The secretary's report stated that 
the association had 191 members. 


Defense Dept. Seeks Closing 
Of Navy Watch Repair Shops 


Two watch, clock, and jewelry re- 
pair shops are among 45 government- 
owned and operated commercial facil- 
ities the Defense Department is ask- 
ing Congress for permission to close 
down. 

The shops are located at the Nor- 
folk Naval Shipyard, Va., and the 
Puget Sound Naval Shipyard, Wash- 
ington. Private businesses near these 
two bases can adequately take over 
the services, the Department says. 

Of the first 50 facilities proposed 
for closing, about a dozen have been 
directed to be kept open. Fate of the 
two watch and jewelry repair shops 
is up to the appropriations commit- 
tees. 
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The best value Silverwere Chests in every price 
range. Fine cuality cabinet construction and 
finish Positive tarnith-proof protection 
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lewelry—old costume jewelry, Watches—move- 
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any condition. Diamonds — any tind or size 
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Send for FREE 
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Mrs. Lilian K. Sterling has been ap- 
pointed manager of Lawton’s Jew- 
elers, 47 North Orange Ave., Orlando, 
Fla. She will continue to act as the 
store’s buyer. 


William H. Sandown, partner and gen- 
eral manager of Sandown & Kendall, 
wholesale jewelers, Jewelers Ex- 
change Building, Memphis, Tenn., has 
been attending a laboratory practice 
class in diamond grading and gem- 
stone identification at the Chicago 
Museum of Natural History, con- 
ducted by the Gemological! Institute 
of America. 


The Garvin Witt jewelry store has 
moved to new and larger quarters— 
two doors south of the previous loca- 
tion—at 113 North Seminary St., 
Klorence, Ala. Garvin Witt is the 
owner, 


William Fish and Bob Morin have 
opened a new jewelry store, Fish & 
Morin, Jewelry, on South Virginia 
St., Hopkinsville, Ky. Both were pre- 
viously associated with the old Mce- 
Farland shop in Hopkinsville. 


The Winston-Salem Watchmakers 
Guild, No. 1, Winston Salem, N. C., 
met on March 8. Matt Howell, auto- 
mobile dealer, spoke on “The Bible 
and God’s Relation to Man.” Twenty- 
one members were present for the 
meeting. 


Cheslocks’ Gift & Jewelry Shop open- 
ed recently at 8306 Ayrdale Ave., 
Baltimore, Md. Jack and Velma Ches- 
lock are the proprietors of the store. 


Daniel W. Crone, Jr., vice-president 
of the 8S. and N. Katz Co., Baltimore, 
Md., has been elected president of the 
Charles Street Association, an organ- 


Gold Industry Investigation 
Proposed by Congressman 


Congress, with a handful of bills 
calling for the government to again 
permit the free marketing of gold, is 
also now faced with a proposal to set 
up a joint Senate-House Committee 
to investigate the gold industry. 

The free-marketing bill would per- 
mit newly mined gold produced after 
enactment of the bill to be acquired, 
purchased, sold, melted or treated, 
held, or transported without any re- 
strictions or penalties. Present laws 
forbid such free movement of gold 
in this country. 

Rep. Gracie Pfost, D., Idaho, who 
is also backing the free gold bill, is 
sponsoring legislation to establish a 
committee of five Senators, five Rep- 
resentatives, and six citizens familiar 
with the gold industry to study the 


SOU TH 


ization of merchants doing business 
on that street. He is a member of 
the executive committee of the NJA. 


Uptown Jewelers, 5130 Park Heights 
Ave., Baltimore, reopened on April 14 
with free gifts being presented to 
customers. Jack J. Cohen is the man- 
ager. 

Barr Brothers Jewelers, 6 North Syca- 
more St., Petersburg, Va., has en- 
larged its store and installed a new 
front. An all-aluminum front in mod- 
ern design, new window lights and 
terrazzo entrance, together with new 
fixtures, cases and wall panelling give 
the store the appearance of a new 
building. William J. Greene is the 
manager. 


The Greater Washington Retail Jew- 
elers Association met on March 2? 
at the Hotel 2400. A panel of experts, 
composed of Bernard N. Burnstine, 
Robert Limon, A. von Steiner and 
Harry L. Woodruff, discussed “Dia- 
mond and Jewelry Appraising.” 


The 8S. T. Little Jewelry Co., Cumber- 
land, Md., recently celebrated their 
105th anniversary. Robert L. Ebert 
is the manager. 


Burrwood Yost has announced plans 
to open a jewelry and watch repair 
business in Snow Hill, Md. Antici- 
pated opening date was the week of 
April 16. 

Carl Lipson, partner in  Lipson’s 
Jewelry Store, 326 Adams St., Fair- 
mont, West Va., was installed as 
president of the Fairmont Business 
Men’s Association at a _ luncheon 
meeting of the group on April 10. 
Lipson cut short a Florida vacation 
to fly back for the installation. 


gold mining industry and make rec- 
ommendations to strengthen it. 

Action, the sponsor says, is needed 
because many gold mines, closed 
down during World War II at gov- 
ernment order, could not reopen later 
because of greatly increased costs 
after the war. Despite this hardship, 
Mrs. Pfost says, the price of gold is 
still fixed at $35 an ounce by the 
government. 


Associate jewelers, Inc. 
Moves to New Location 


Tobias N. Berger, executive secre- 
tary of Associate Jewelers, Inc., has 
announced that his office and the office 
of Associate Jewelers, Inc., has moved 
from 277 Broadway to 11 East 44th 
St.. New York. 
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Window Display Contest 
Sponsored by Makers 
Of Electric Housewares 


The sixth annual window display 


contest, sponsored by the Electric 
Housewares Section of the National 
Electrical Manufacturers Associa- 


tion, has opened. Entries will be ac- 
cepted up to June 30. 

All dealers of electric housewares 
are eligible and awards will be made 
in each of five categories, appliance 
stores, hardware stores, jewelry 
stores, department stores and electric 
light and power companies. 

Winner last year in the jewelry 
store category was Barr’s Jewelers in 
Philadelphia, Pa. 

Window displays must tie-in with 
the 1956 theme of the Electric House- 
wares Section’s campaign, “Be Mod- 
ern—Give Electric Housewares” or 
“Be Modern—Choose Electric House- 
wares.” They can be geared to the 
promotion of electric housewares as 
gifts for a particular occasion such 
as Mother’s Day, Father’s Day, 
graduation, showers or weddings. A 
window could be set up to display 
electric housewares as gifts for all 
occasions. Windows can be built 
around display of electric housewares 
for non-gift uses, showing how they 
aid the modern concept of leisure by 
their time and work saving qualities. 

Each dealer may submit as many 
photo entries as he wishes. Window 
displays will be judged for their in- 
genuity and effectiveness in promot- 
ing the sale of electric housewares. 
Dealers may request distributors to 
help plan and equip their windows. 

Entries including a photo or snap- 
shot of the display should be sent to 
the Contest Editor, Electric House- 
wares Section, National Electrical 
Manufacturers Association, 155 East 
44th St., New York 17, N. Y. The 
period covered by the contest is from 
July 1, 1955, to June 30, 1956. 


— - 


Bulova Material Distributors 
Receive Awards for Displays 


Prague-Kurtz Co., Inc., 711 Main 
St., Houston, Texas, was the first 
prize winner in the display contest 
recently conducted by the Bulova 
Watch Co. Entrants submitted photo- 
graphs of their displays, and judg- 
ing was based on methods of arrange- 
ment and eye-appeal. 

Conducted by Bulova’s Material 
Sales Division, the first prize was a 
23-jewel Bulova automatic wrist 
watch. 

Material Associates, Inc., 21 
Maiden Lane, New York, won 
ond prize, a clock radio, and Niagara 
Jewelry Supply Corp., Brisbane 
Building, Buffalo, N. Y., was the 
third prize winner, receiving a port- 
able radio, 
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Lembeck is Named President 
By American Stone Importers 


Edward Lembeck was elected presi- 
dent of the American Stone Importers 
Association, Inc., at the 26th annual 
meeting of the group held at the Old 
Timers Restaurant, New York, on 
April 4. 


EDWARD LEMBECK 


were C. Frederich 
and Lloyd V. 
Lassner, secre- 


Also elected 
Loch, vice-president; 
Lassner, Lassner & 
tary-treasurer. 

Named as directors were ‘:eorge 5S. 
Heller, Robert L. Dreher, Sol Gordon, 
Max Stern and Joseph Blank. 

The largest attendance in 
years was reported at the meeting. 
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right now and have them on 
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Ou work costs no more 
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BFCKER-HECKMAN COMPANY 
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oT CHICAGO 


At the April meeting of the 
Jewelers le of Greater Chi- 
cago at the Standard Club, the guest 
speaker was Lowell B. Mason, senior 
commissioner of the Federal Trade 
Commission, who discussed the 
“Trade Practice Rules for the Dia- 
mond Industry.” President Irving 
Chayken, Armstrong’s Jewelers, Ham- 
mond, Ind., presided at the meeting. 


The first meeting of the year of the 
board of directors of the Chicago 
Jewelers Club was held on April 12 
in the conference room of the Pitts- 
field Building. Ways of increasing 
the membership of the club were 
among the topics discussed. 


Gaines & Gaines, Inc., expected to be 
installed in their new quarters at 119 
South Wacker Drive by May 1. 
Larger than the firm’s previous facili- 
ties, the new quarters are modern in 
design and fully air-conditioned. Cus- 
tomers, friends and business asso- 
ciates will be invited to a formal 
opening party. 


Mr. and Mrs. Mitchell J. Dimand, of 
Gaines & Gaines, Inc., plan to leave 
May 18 on a two-week buying trip to 
New York and the New England mar- 
kets. They will supervise final ar- 
rangements for the opening night 
party on their return. 


The annual meeting and election of 
officers of the Chicago Jewelers Asso- 
ciation will be held on May 17 in the 
Palmer House. Followine the meet- 
ing, a cocktail party will be held in 
the Crystal Room, after which the 
members and guests will proceed to 
the hotel’s Empire Room for the tra- 
ditional dinner and entertainment. 


John L. Prugh, 70, a retired dia- 
mond salesman, passed away in the 
home of a friend on April 6 Mr. 
Prugh retired in 1950 after 25 years 
with Marshall Field & Company. 


F. H. Noble & Co. opened a new fac- 
tory on April 15 in Brantford, On- 
tario, Canada, to manufacture its reg- 
ular line of trophies for the Canadian 
trade exclusively. Distribution 
throughout the Canadian provinces 
will be handled through A. G. Spald- 
ing & Bros. of Canada, Ltd., and 
", A. Gunther Co., Ltd. These two 
firms will service the sporting goods 
industry and the retail jewelers. 


Emil Noel celebrated his 50th wed- 
ding anniversary on April 29 with an 
open house party for his family and 
many friends in the jewelry industry 
held in his daughter’s home. 

Guest speaker at the April 19 meet- 


ing of the Chicago Jewelers Associa- 
tion held at the Palmer House was 


Dr. Harlan Tarbell, world 
psychologist and maarie lan. 


Mr. and Mrs. G. H. Matson, Matson’s, 
Inc., 55 E. Washington, have returned 
from a three-week stay at Vero 


Beach, Fla. 


Isadore V. Friedman, 71, of 5331 Lake 
Park Ave., a retired silversmith, 
died on March 19 in Michael Reese 
Hospital. Mr. Friedman, who is sur- 
vived by his widow, three sons 
and two sisters, studied his craft at 
the Art Institute in Chicago and the 
Pratt Institute in New York City. 
Miss Bettie Sterling, Lewy & Good- 
man, 29 E. Madison, is currently va- 
cationing in New York. 


famous 


Margie Lou Ehrenreich, daughter of 
T. Leonard Goodman, Lewy & Good- 
man, was married on April 15 to Mark 
Stern of Chicago. Mr. Stern is cur- 
rently attending Northwestern Uni- 
versity Medical School. More than 150 
members of the families and guests 
attended the reception and dinner 
held at the Sheraton Hotel. 


Irwin A. Fosse, Son & Prins Co., 55 
Fast Washington, is planning to fly 
to the diamond markets in Antwerp 
and Amsterdam on a buving trip. He 
exnects to leave during the first week 
in June and be abroad about a month. 


Mr. and Mrs. A. Braude, Emi! Braude 
& Sons, 588 South Wabash. and their 
family returned on: April 16 from a 
two-week vacation in Miami Beach, 
Fla, 

Mr. and Mrs. Milton Axelrod and 
family arrived home on April 10 from 
a two-week stay in Miami Beach. 
Axelrod, who is vice-president of 
Pakula & Co., 218 South Wabash, re- 
ported delightful weather and no rain 
during their vacation. 


After 10 years at 5 North Wabash, 
Rieler-Levine are now installed and 
open for business in their new show- 
rooms at 200-208 West Monroe. Occu- 
pying an entire floor, their quarters 
are spacious and fully air-conditioned. 


Lucienne Singer, daughter of Mr. and 
Mrs. Ralph Singer, Singer Co., 656 
North Western, is back in New York 
on her job as purser for Pan Ameri- 
ean Airways after spending the 
Easter holiday with her parents. Miss 
Singer has been doing considerable 
traveling since the first of the year, 
having spent a month on a vacation 
tour around the world and a three- 
week trip throughout Spain. 

Because of the death of John E. 
Baumrucker on January 31, the firm 
of Jones & Baumrucker, 31 North 
State, is liquidating as of April 30. 
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The company had been in business at 
the same location for 40 years. At the 
time of his death Mr. Baumrucker 
was 74 years old. He was survived by 
his widow, a son and a daughter. Mr. 
Jones, the other member of the origi- 
nal firm, died nine years ago. 


Phillips Jewelers, 1429 Milwaukee 
Ave., is celebrating its 50th anniver- 
sary with a birthday sale with all the 
trimmings. Sheldon Phillips, the 
owner, reported that the activity in 
their second store at 4006 Lincoln 
Ave., which was opened last October 
under the management of Joe Win- 
ston, has more than justified their 
expansion. 

Mr. and Mrs. Robert Appel, Carters 
Jewelers, 2 South State, are back 
from a four-week Caribbean 
and a visit to Miami Beach. 


cruise 


A joint meeting of the Illinois Watch- 
makers Association and the mid-west 
chapter of the National Association 
of Watch and Clock Collectors was 
held on March 20 at the Blue Note. 
Following the customary dinner, a 
discussion of the problems relative to 
the maintenance and servicing of the 
400-day clock was held in which mem- 
hers of both organizations partici- 
pated, 


Milwaukee Engraver Retires 
After 53 Years in Business 


A Milwaukee jewelry 
graver—said to be one of the best in 
the country—retired in March after 
53 years in the trade. 

Walter Leitzke, 66, joined the 
Bunde & Upmeyer Co. store, 633 
North Plankinton St., Milwaukee, as 
an apprentice at the age of 13, and 
he stayed there five years. 

He then moved to the Schwanke- 
Kasten Co., Inc., store, at 324 East 
Wisconsin Ave., in 1908, and learned 
more about the art of hand engraving 
from two veteran engravers who were 
employed by the firm at that time. 
He remained with the firm until his 
retirement. 

Leitzke did the majority of the en- 
graving work on the silver tea service 
given by the state of Wisconsin to 
the United States battleship Wiscon- 
sin at its launching a few years ago. 
Examples of his work can also be 
seen in the homes of many promi- 
nent Milwaukee families. 

He was honored at a cocktail party, 
marking his retirement, at the Pfister 
Hotel, in mid-March. 


store en- 


re 


Milwaukee Wholesale Jewelers 
Hold Election of Officers 


Emil E. Beyer was elected presi- 
dent of the Milwaukee Wholesale 
Jewelers Association when the group 
held its annual meeting on March 27 
at the Wisconsin Hotel. 

Other newly elected officers were 


ror May, 1956 


National Wholesale Jewelers 
To Hold 49th Annual Session 


The 49th annual convention of the 
National Wholesale Jewelers’ Asso- 
ciation will be held at the Edgewater 
Beach Hotel, Chicago, on June 6-8. 

As in the past, business sessions 
will be held in the morning and the 
afternoons will be left free so that 
wholesalers may inspect the lines of 
their suppliers. 





MILTON BH. FREUDENHEIM 
NWJA President 


On the opening day, speakers will 
include Robert G. Seymour, director 
of the Bureau of Business Manage- 
ment, University of Illinois, whose 
topic will be future prospects for the 
industry; and Verne R. Martin, sales 
consultant, whose topic will be: “Men 
Make the Difference.” 

Second day speakers will include 
Harry W. Ketchum, director of the 
Office of Distribution, U. 8S. Depart- 
ment of Commerce, who will talk on 
“The Importance of a Better Under- 
standing of the Functions of Distri- 
bution,” and Thomas J. McGann, pro- 
fessor of marketing at Marquette 
University, Milwaukee, whose topic 
will be: “Knowing Your Costs.” 

The reception and dinner will be 
held on June 7 beginning at 6 o'clock. 
Music for dancing will be provided by 
Paul Witt and his Rhythmeers. 

At the final session of the conven- 
tion, a panel will discuss what manu- 
facturers and wholesalers expect 
from each other. Prizes will be 
awarded by drawing at the morning 
session on June 8. 

Milton B. Freudenheim, Freuden- 
heim Bros., Inc., is president of the 
association. Other officers are Theo- 
dore Gorenflo, Jr., Frank J. Heyne 
and Reynolds Butler, vice-presidents ; 
Fk. Clarke Bechtel, treasurer: Thomas 
A. Fernley, Jr., secretary; and Rob- 
ert C. Fernley, assistant secretary. 


Robert B. Hindin, vice-president; and 
H. M. Stetter, secretary-treasurer. 

Beyer, Hindin and Stetter were 
also named members of the board of 
directors. 
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On business trips during April were 
Mel Grandy, general manager, Chic 
Leather Goods Manufacturing Co., 
817 Main S8t., to New York City; 
Algert Schechter of Algert Jewelry 
Co., wholesalers at 413 Race St., who 
exhibited at several southern jewelry 
shows; John Schira, Jr., of Schira 
Brothers, manufacturers at 434 Elm 
St.; A. F. Gebhardt of Faigle 
Brothers, manufacturers at 12 East 
Sixth St., and Harry Miehaus of Al- 
bers & Hanekamp, Inc., manufac- 
turers at 5 East Fifth St. 


Maury Gerwe of the Gerwe Brown 
Co., wholesalers at 817 Main St., and 
his family returned in early April 
from Tampa, Fla., where they spent 
an annual spring vacation watching 
the Cincinnati Reds in training. Also 
returned from Florida were Charles 
Braun, general manager of the E. & 
J. Swigart Co., jewelers’ supplies at 
34 West Sixth St., and John Schira 
of Schira Brothers, while Julius D. 
Jacobs, Jr., president of D. Jacobs 
Sons Co., wholesalers at 325 East 
Central Parkway, was in Florida for 
three weeks during April. 


Joseph Hanekamp of Albert & Hane- 
kamp, Inc., manufacturers at 5 East 
Fifth St., participated in a Knights 
of Columbus bowling tournament in 
Detroit, and Manny Weiss, sales rep- 
resentative for the Victor Corp., 
manufacturers at 205 East Sixth St., 
received a trophy in a local B'nai 
B’rith bowling tournament. 


Mises Lee Stern, a freshman at the 
University of Colorado, spent the 
Easter vacation with her parents, Mr. 


Self-Winding Auto Clock 
Developed in Switzerland 


Set in the steering wheel where 
circular motion ean be utilized, this 
new self-winding auto clock, a prod- 
uct of the Swiss jeweled-lever watch 
industry, is specially shock-protected 


to maintain accurate time even 
though constantly jarred by bumpy 
roads. 


Normal! car use keeps the clock’s 
a half 


and Mrs. Charles K. Stern. Mr. Stern 
is vice president of the Harry Green- 
wold, Wallenstein-Mayer Co., whole- 
salers at 31 East Fourth St. 


B. David Co., manufacturers at 2508 
Vine St., had an exhibit at a jewelry 
show in Minneapolis, and Ralph 
Watten, Great Falls, Mont., is a new 
company sales representative in the 
western territory. 


Louis Flanagan of the Flanagan 
Kovac Co., wholesalers in the En- 
quirer Building, was to attend the 
jewelry show in Providence, R. I., in 
May and then visit New York. 


Al Wanstrath, who has operated a 
retail store in the downtown Neave 
Building for nine years, has opened 
an attractive branch store in the 
suburban White Oak shopping center. 


Vietor Youkilis of the Victor Corp. 
was on a combined business and 
pleasure trip with his family to 
Louisville, Ky., in early April. 


Boris Litwin of Litwin & Sons, Inc., 
manufacturers at 114 West Sixth St., 
was elected a director of the local 
Rotary Club. 


All employees of A. G. Schwab & 
Sons, Inc., wholesalers at 229 East 
Sixth St., have scheduled their vaca- 
tions for May and June. 


H. M. Hawk has been appointed 
southern Ohio sales representative 
for the 8. Silverman Co., Inc., whole- 
salers at 809 Walnut St. 


Howard F. Schickedanz has been ap- 
pointed city salesman for the Revere 
Clock Co. 


turn of the wheel provides encugh 
winding for a day’s operation, and 
the clock has reserve power to keep 
running eight days even if the car is 
not in use. The clock shown here is 
also available with an automatic 
calendar device that shows the day 
and date. 


co et ne 


Watch Material Distributors 
Announce Annual Convention 


“The Future of the Material Busi- 
ness” will be the theme of 1956 con- 
vention of the Watch Materia! Dis- 
tributors Association of America, at 
Chicago’s Edgewater Beach Hotel, 
June 2-5. 

Panel discussions on the material 
business outlook and promoting more 
business will be highlights of the 
convention. General sessions will end 
on Monday, June 4. The board of 
directors will meet the morning of 
June 5 for discussions of special prob- 
lems. 
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New England News 


From page 151 


Sim Sneider, associated with Homer’s 
jewelry store, 44 Winter St., Boston, 
spoke on “Diamonds as a Girl’s 
Best Friend” at the March 7 meeting 
of the Old Glory Club, Boston, held at 
the New England Mutual Hall. Snei- 
der, an authority on diamonds, showed 
stones worth up to $15,000 and offered 
to appraise any diamonds belonging 
to members of the audience. 

Joseph Mahoney of Page-Walker Co.., 
Providence, who recently underwent 
an operation, has returned to his 
Maine territory after a recuperative 
vacation in Florida. 

Page-Walker Co., Providence, has in- 
troduced a new self-service depart- 
ment, featuring items which are most 
called-for over the counter. 


John Peterson and J. Joseph Garrahy 
recently attended Silver College at 
the International Silver Co., Meriden, 
Conn. 

L. D, Cotton, salesman for the E. H. 
Saxton Co., 601-605 Washington 
Building, is recovering from a recent 
illness. 

Harold M. Gorman, Marblehead, Mass., 
jeweler, is recuperating from a heart 
attack which hospitalized him for sev- 
eral weeks. 

Harold Ginsburg, owner of Boston 
Jewelry & Loan Co., Inc., Fall River, 
Mass., has enlarged and remodeled 
his store and has renamed the building 
in which it is located on Pleasant 
Street as the Boston Jewelry Block. 


Jamestown Glasshouse Group 
Hear Report on Park Project 


Officers and directors of the James- 
town Glasshouse Foundation, Inc., 
sponsors of the reconstruction and 
development of America’s first fac- 
tory at Jamestown, Va., in the early 
1600's, met recently to hear a prog- 
ress report on the project from J. C. 
Harrington, National Park Service. 
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bers of the executive committee of 
the foundation hear a progress re- 
port from archeologist J. C. Harring- 
ton (1) of the National Park Service. 
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Officers are Harry H. Cook, Amer- 
ican Flint Glass Workers Union of 
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Mrs. Samuel J. Miller, associated with 
her husband in the jewelry business in 
the store of the same name, Lewiston, 
Me., slipped on the ice recently and 
broke her arm. She is convalescing at 
home. 

Henry Desjardins, jeweler of Beverly, 
Mass., is one of the local stores there 
sponsoring the North Shore Ballet 
Company, which plans performances 
this summer in the new Tent Theater 
in North Beverly. 

Miss Eleanor Baran, stenographer 
with I. Alberts’ Sons, 8th floor Jewel- 
ers Building, is engaged and plans a 
July wedding. Edwin Morgan, New 
England salesman for the firm, is 
back with Mrs. Morgan from a vaca- 
tion in Florida. 

Edward S. Page, of the M. 5S. Page 
Company, most recently located in 
Room 712 Jewelers Building, has re- 
tired from business to his home in 
Melrose, Mass. 

John J. Fleming, jeweler, 601 Jewel- 
ers Building, has remodeled his quar- 
ters and installed new fixtures. 

John F. “Sully” Sullivan, of Jean P. 
Howes Jewelry Store, Keene, N. H., 
is carrying on the business following 
the death of Van Howes. 

George Segal, formerly with Wash- 
ington Jewelry Co., Boston, and re- 
cently retired, died on March 23, 
Abraham Minkin, watchmaker, Room 
641 Province Bldg., died April 1. 

Mrs. Edwin Beaulieu, wife of “Ed” 
Beaulieu, proprietor of the George T. 


Springer Co., Portland, Me., died on | 


April 7. 


America, chairman of the board; 
Carl W. Gutskey, Imperial Glass 
Corp., president; W. F. Dalzell, 
Fostoria Glass Co., vice-president; 
and Richard B. Tucker, Pittsburgh 
Plate Glass Co., secretary-treasurer. 
All of the above are also members of 
the foundation’s board of trustees. 
Other trustees are Richard H. 
Andrews, Corning Glass Works; J. 
M. Ashley, Libbey-Owens-Ford Glass 
Co.; William H. Blenko, Blenko Glass 
Co.; Edwin D. Dodd, Owens-Illinois 
Glass Co.; George Dougherty; J. 
Fletcher Gillinder, Gillinder Bros., 
Ine.; T. Clarence Heisey, A. H. Heisey 
& Co.; and John C. Weber, Jr., West 
Virginia Glass Specialty Co. 


Honored After Quarter Century 


Leonard H. Miller, manager of Jour- 
nal Square-Rudolph’s Inc., 40 Journal 
Square, Jersey City, N. J., has been 
presented with a gold watch in recog- 
nition of his 25 years service to the 
Syracuse, N. Y., jewelry store chain. 
The presentation took place at a ban- 
quet which climaxed a two-day meet- 
ing at the home office in Syracuse. The 
chain employs 550 persons in 36 stores 
in New York, Vermont, Massachusettes 
and New Jersey. 
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YOUR OWN 
MAIL ORDER 
CATALOG 


with NO Heavy Inventory te Steck-—and 
EVERY Product Shipped from a SINGLE 
Source! 


Mr. Retailer—here is a wonderful 
opportunity to obtain extra profits 
from your customer list, Order 
merchandise as you need it, Just 
mail your customers and prospects 
your own beautiful 24-page cata- 
log. We produce this for you at 
pennies per catalog and imprint 
your own name and address. 
More than 100 attractive gift 
items—perfect for Fall and Christ- 
mas sales. High dealer discounts 

with immediate shipping facil- 
ities direct to you. Write NOW 
for full details. 


GiFttTtTiMeEe, Dept. K 
919 Walnut St., Philadelphia 7, Pa. 
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@® CAMERAS @ 
Watches Clocks (ANTIQUE & MODERN) Jewelry Binoculars 
Trade price tiet & FREE shipping labels 
nmrince wou 
MODERN TECHNICAL SUPPLY CO. 
| ___ Begs. SICK, 55 West 42nd St., Mow York 96, #7. 
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Top Quality Shears—from Original Maker 
NEW SCOTT'S 
WATCH BAND SHEARS 


Made te accommodate both ROUND and SQUARE ENDS 


Patent Me. 2,423,281 - 
Dec. 30, 1952. That Will 
Cut All Bracelet 


. » » Inetedi ‘ 
Less see. 





and eecse 


NO SAWING— 
FILING--GRINDING 


$7.50, 


No, 1943 . 


One Cutting action 
shortens the brace- 
let end to @ pertect 
ft. The ead is tet? 
round, smooth, ead ¢ 
in perfect condition. 
Fully Guaranteed 


IMPORTANT NOTICE! 


For the Jewelers whe have the 
old Seott Shear — You mey Price 


order the new ATTACHMENT 3 75 
ONLY to take both ROUND and . 
SQUARE ENDS. 

ORDER FROM YOUR JOBSER 


M. J. LAMPERT & SONS, Inc. 


Wholesale Distributors 
352 FOURTH AVE., NEW YORK, WN. Y. 


| of the store. 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEER 
JOUM BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 














importers of 
a mm ENGLISH CHINA 
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Steck and Impert 
POUDEVILLE 8 CO., Ai-4 
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WEDGWOOD 


Bene Chine Dinnerwere, Queen's Were 
Jesper and Bieck Basalt 


Trede-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS. INC. 
24 East 54th Street New York City 
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Victor and Lakue Sperry who operate 
Sperry’s Jewelers, Shawnee, Okla., 


| recently held a formal opening to 
| show off the new store at 108 East 


Main St. A drawing for prizes worth 
$1,000 were awarded in connection 
with the opening. 


Mra. F. L. Kelly, Kelly’s 
Store, Weatherford, Okla., 


Jewelry 
recently 


gave a lecture and demonstration of 


table settings to members of the 
Home Economics Club of Southwest- 


ern State College. The meeting was 


held in the store. 


B. C, Clark, Jr., of B. C. Clark Jew- 
erly, Oklahoma City, Okla., has been 
named a member of the board of 
directors of the Oklahoma City Down- 
town Association. 


R. & S. Jewelry, manufacturing and 
repairing business, Equity Building, 
Muskogee, Okla., has been purchased 
by Joe D, DeCamp, a former employee 
DeCamp has reported 
that he intends to continue operating 
the business in diamond setting, en- 
graving, ring sizing, custom jewelry, 
rings and jewelry repair on both a 
wholesale and retail basis. 


The Wauhob Jewelry, Laverne, Okla., 
located in the Myers Building for the 
past two years, has moved across the 
street to bigger quarters in the Lloyd 
Self Building. Mr. and Mrs. Nathan 
Wauhob are the owners. 


S. Neal Johnson recently purchased 
the C, W. White & Son jewelry store, 
Guthrie, Okla., from Mrs. Frank 
White. Her husband owned and oper- 
business, started by his 
father following the opening of Okla- 
homa to settlement in 1890. 


Geary Jewelry, Geary, Okla., recently 
reopened as a branch of Waldrop 
Jewelry, Watonga, Okla. Mrs. Alice 


| Stough is the manager of the store. 


It was formerly operated by Charles 
Wilson. 


M. R. Asheroft, who operates a jew- 
elry store in Dewey, Okla., was guest 
speaker at a recent meeting of the 
Bartlesville Kiwanis Club. His topic 
was: “The Watchmaker’s Craft.” 


C. D, Jennings, owner of the Jennings 
Jewelry store, 204 South Main St., 
Broken Arrow, Okla., recently cele- 
brated his fourth anniversary in busi- 
ness by putting some items on sale. 


William R. Katz, wholesale jeweler in 
the ICT Building, Dallas, Texas, 
sailed March 28 aboard the “Queen 
Mary” on a buying trip to Europe. He 
planned to visit the diamond markets 
in Belgium, Swiss watch factories 


and the diamond melle market in 
Israel. Accompanied by his wife, he 
plans to return to the U. 8. about 
June 1. 


A lecture and demonstration of sphere 
cutting was given by Charles Worley 
at a meeting of the Gulf Coast Gem 
and Mineral Society on March 28 at 
the YMCA Building Corpus Christi, 
Texas. 


Jim Naylor, 53, owner of Naylor’s 
Jewelry Store, Enid, Okla., died March 
29. A native of Kentucky, he had 
spent most of his life in Enid. 


Thomas W. Beasley, well-known 
Lewisville, Texas, jeweler, has been 
elected president of the Lewisville 
Chamber of Commerce for the coming 
year. 


The Lapidary Arts Guild, of Austin, 
Texas, met on March 13 at Odom’s 
Gemstone and Lapidary Supply House 
to discuss plans for a show to be held 
at the Municipal Auditorium May 
11-13, 

Ernest John, well-known San Antonio, 
Texas, watchmaker, has opened his 
own jewelry, gift and watch repair 
shop in the 2000 block of Goliad Rd., 
Highland Hills. 


The annual convention of the Texas 
Watchmakers Association wil! be held 
June 9-10 at the Hotel Baker, in 
Dallas. Speakers will include D. W. 
Leverenz, superintendent of inspec- 
tion, Elgin National Watch Co.; R. W. 
Slaugh, head watchmaker, Hamilton 
Watch Co.; Eugene Dorrah, director 
of customer relations, Bulova Watch 
Co.; Paul A. Tsechudin, director, 
Watchmakers of Switzerland Infor- 
mation Bureau; and George Harris, 
manager, Kirk Dial Co. 


Supervisors of Gordon's Quality Jew- 
elers’ stores in six states met in 
Houston, Texas, in mid-March with 
company executives. 


L. 8. Dickason has opened a new store 
in the Front-Beckham Shopping Cen- 
ter, Tyler, Texas. He has operated 
another store in Tyler for the past 
24 years. 


A. Y. Boawell, owner of Oklahoma's 
oldest jewelry firm, Boswell’s Jewel- 
ers, 509 South Main St. and 1812 
Utica Square, Tulsa, has announced 
that he has sold the stores and will 
retire. Son of the founder, he has 
headed the firm for 40 years. The 
name of the purchaser was not imme- 
diately disclosed. Boswell is a past- 
president of the Oklahoma Retail 
Jewelers Association and a former 
director of the ANRJA. 
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Using a citrus theme of sliced or- 
anges and lemons, Sascha Brastoff, 
Sascha Brastoff Ceramics, Los An- 
geles, recently designed a special cer- 
amic gift bow! for Sunkist Growers 
to distribute at the Food Editors’ Con- 
ference to be held in Chicago this 
spring. Other special business gift or- 
ders which Brastoff has made up in- 
clude souvenir ashtrays incorporating 
a map of the U. 8. for Menasco Manu- 
facturing Co. to commemorate the 
groundbreaking of their new Texas 
plant, and special ashtrays for Gen- 
eral Petroleum Corp. 


Ben Ehrlich, Swirsky & Ehrlich, Los 
Angeles, stopping off for brief visits 
at the firm’s Chicago and New York 
offices, left April 14 by air for Europe. 
His three-and-a-half months stay will 
include visits to the firm’s offices in 
Israel and Antwerp, and to London, 
France, Spain, Italy, Greece, Turkey, 
Austria, Germany and Holland. 


New members welcomed at the April 
meeting of the Jewelers 24-Karat Club 
were Leonard Ross, Elgin American, 
Irving Diamond, Silton’s, and Arthur 
Ross, Arthur Ross and Co. This meet- 
ing, held on April 10, featured John 
Pettley, British humorist, lecturer and 
dramatist. 


It is now official that the California 
Retail Jewelers Association wil! be 
sole sponsors of the Silverware and 
Jewelry Show at the Biltmore Hotel, 
Los Angeles, September 16-19. It will 
be held this year in conjunction with 
the Association’s 23rd Annual Con- 
vention which begins September 15. 
Exhibitors will retain their room seni- 
ority and the same facilities which 
have been available in the past shows. 
For further information, exhibitors 
are advised to write to the CRJA, 365 
South Rosemead Blvd., Pasadena. 


The CRJA announced two new mem- 
bers of the board of directors. They 
are Duard E. Goble, of Fillmore, rep- 
resenting Ventura County, District 
South 12, and Thomas Baxter, of 
South Gate, representing Los Angeles 
County, District South 4, Southeast 
district. 

The Philip Wolman Co., 315 West 
Fifth St., Los Angeles, celebrated its 
37th birthday on April 10. Founded in 
1919 by Philip Wolman who died in 
1943, the firm is now being operated 
by Robert Wolman, Philip’s son, and 
Harry Ledel, his son-in-law. 


The H & R Jewelry Manufacturing 
Co., 424 South Broadway, Los Angeles, 
announced its new trade name, “His 
and Her Royal Highness.” H & R 
personalized jewelry consists of all 
types of solid gold and sterling jew- 
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WEST COAST 


elry, initialed rings, cuff links, tie 
pins, and charms. The firm also an- 
nounced the appointment of Sam For- 
man, who will cover California, and 
Don Burns, who will cover Texas, 
Oklahoma and the Southwest. 


Fred Weiss, importer of 
pearls and precious gems, 220 West 
Fifth St., Los Angeles, spent the 
early spring on a buying trip to Japan 
where he visited the well-known pear! 
centers and attended pear! auctions. 


Victor Petrucci, Vic’s Watch 
Service, has returned to his 
after a long absence. He lost the first 
joint of a finger in an accident and 
successfully underwent reconstruction 
surgery. The surgery was 80 success- 
ful that he is doing his watch repair 
work as if nothing had happened and 
little sign of the operation is ap- 
parent. He recently moved from Suite 
612 to Suite 613, 220 West Fifth St., 
Los Angeles, where he has more 
space. He specializes in the repair of 
dial indicators, clocks, repeaters, 
chronographs, and stop watches. 


The Stanley O. Jacobs Co., 315 Weat 
Fifth St., Los Angeles, announced its 
appointment as representative’ in 
southern California for the Precise 
Watch Timing Machine. 


cultured 


Repair 


bench 


Thomas Kilker, manager of Eberhard 
Tigges Jewelry, 5847 Geary Bivd., San 
Francisco, and Mrs. Kilker sailed 
April 10 from New York on a 12-day 
Caribbean cruise which Mr. Kilker 
won in the recent Telechron contest. 
Joining the Kilkers on the trip was 
another winner of the contest, Mrs. 
Mary H. Brooker, buyer of gifts, 
leathergoods and jewelry for the 
Schwabacher-Frey Co., San Francisco. 


Ray Christensen who has represented 
E-Z-Est Products Co., 2528 Adeline 
St., Oakland, in the central California 
territory for the past four years, has 
been appointed general sales manager 
of the firm. 


Jerry M. Friedman, well known in 
northern California to the trade, an- 
nounced his plans to open a retail jew- 
elry store at 94 Third Ave., San Mateo 
under the name of Jeromes Jewelers. 
The store was set to open sometime 
around mid-April. Friedman was sales 
representative for the Bulova Watch 
Co. in northern California for the 
past three years and prior to that he 
represented the Gruen Watch Co. in 
the same territory for ten years. 
John Edward Thornburgh, 62, 
Beach jewelry manufacturer, 
March 9. 


Natalo F. Martinet, Tracy, Calif., 
jeweler, died February 8 at the age of 


Long 
died 
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FOR BETTER. CASTING 
PRODUCTION 


SAUNDERS 
VACUUM UNIT 








A compact, 
efficient vacuum unit 
designed for: 

@ Manufacturing Jewelers 

@ Dental Laboratories 

@ Pilot precision investment 

casting plants 
@ Research 


Specifications: 


Welch vacuum pump — free air ca- 
pacity 3.5 cubic feet per minute. 
Guaranteed vacuum 5 microns 
(1/200 mm) 

Y% Horsepower 110 ac motor (de 
also available) 

Table 24” long x 15” wide x 32” high 
Stainless Steel jiggle plate and rub- 
ber mat 14” x 14” 

Three way valve. 

Plexiglas bell jar 10” dia x 8% 
high 1 D 

Motor switch, bell jar rest. 

Price, less bell jar, crated fob New 
York, N. Y.—$295.00; Bell Jar, 
$13.75. Larger units built to order. 
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ALEXANDER SAUNDERS & CO. 
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43, He opened his first store in Tracy 
in 1953 on Central Ave., and later 
moved to the Tracy Inn Building. He 
is survived by his widow, Mrs. Yo- 
lander Martinet, who will continue to 
operate the store, and his mother and 
father. 


Erhardt C. Kallerup, Jr., 72, owner 
of the store of the same name at 316 
Clement St., San Francisco, died Feb- 
ruary 27. He started the business at 
the same address in 1914. A native of 
Denmark, he came to San Francisco 
in 1910 where he was employed by 
Shreve’s. Survivors include his widow, 
Ingeborg, and three sons. One of the 
sons, Paul Kallerup, is operating the 
store until it can be sold. 


Bert Edises, manager of Edises Jew- 
elers, 447 East Main St., Stockton, 
Calif., has purchased Marc’s Jewélers 
at 448 East Main St. from Joseph 
Lippen-Holtz. Edises says he plans 
no changes in the operation of the 
business. 


Leeds & Kay Jewelers have opened 
a new store at the Hillsdale Shopping 
Center, San Mateo, Calif. 


Murray Brown, jeweler and silver- 
smith, in Placentia, Calif., has opened 
a branch store at 139 West Wiltshire, 
Fullerton, Calif., where he will fea- 


Westinghouse Production 
Increased to Meet Demand 
After Nine-Plant Strike 


Production of Westinghouse con- 
sumer products at the company’s nine 
plants, idled by the four-month strike 
of the International Union of Elec- 
trical, Radio and Mechanical Workers 
has been resumed, according to a 
statement on March 20 by C. J. Wit- 
ting, vice-president and general man- 
ager of the consumer product divi- 
sions. 

Affected by the strike were four 
plants of the electric appliance divi- 
sion, the television-radio division 
plant, and four of the nine plants in 
the lamp division. 

Five other plants of the lamp di- 
vision and two plants of the electronic 
tube division are represented by other 
unions and have been in continuous 
production during the long, drawn 
out strike. 

Whitting stated that efforts were 
being made to step up production be- 
yond pre-strike levels in order to sat- 
isfy consumer demand and to replen- 
ish the inventories of Westinghouse 
dealers and distributors as quickly as 
possible. 

Witting said that a heavier demand 
for consumer products was antici- 
pated as the year progresses and 
Westinghouse was embarking on “the 
heaviest and most aggressive adver- 
tising and promotion campaign in the 
company’s history.” 


ture all types of jewelry and silver- 
ware. 


Ben Goldberger, Lee Jewelers of Pitts- 
burg, Inc., 34 East 5th St., Pittsburg, 
Calif., has been elected president of 
the Pittsburg United Crusade for the 
coming year. He has been commended 
by the board of the United Crusade 
for having organized and executed one 
of the largest fund raising drives in 
Pittsburg’s history. 


Edward M. Davis, owner of Naylor’s 
Jeweiry Store, Whittier, Calif., has 
purchased Alberts Jewelers, Ventura, 
Calif., according to an announcement 
by J. H. Alberts, former owner. Ac- 
cording to Davis, store operating pol- 
icies and personnel will remain 
unchanged. Alberts has completed 50 
years in the jewelry business. 


The Southeast Retail Jewelers Asso- 
ciation held its March meeting at 
Cole’s Cafeteria, in Huntington Park. 
President Johnny Wire presided. 
Guest speaker was Barney Silverstein, 
Compton, Calif., businessman. His 
topic was: “Discount Selling and 
Trade Diversion.” Norman D. Luth 
also spoke on the Watchmakers Li- 
censing Law. It was announced that 
Jack Hahn would be chairman for 
the April meeting. 
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Isadore Margolin Honored 
For Jewish Community Aid 


The Jewelry Division of the United 
Jewish Welfare Fund paid tribute to 
Isadore Margolin, Star Jewelry Man- 
ufacturing Co., Los Angeles, for his 
many years of devoted service to 
Jewish community life, at a dinner at 
the Beverly Hilton, Beverly Hills, 
March 20. The dinner also celebrated 
his impending departure for Israel 
on April 3. 

Steve Broidy, president of Allied 
Artists Pictures Corp. and president 
of the Foundation of Jewish Welfare 
Organizations, was the guest speaker. 
A. D. Taff, diamond dealer, was chair- 
man of the dinner committee. 

Associate chairmen were Irving 
Kaufman, Allison-Kaufman, and Dan- 
iel Bennett, diamond dealer. 
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FTC Announces Crack-Down 
On ‘Lottery’ Method Sales 


Federal Trade Commission officials, 
continuing their crackdown of lottery- 
sales methods, has attacked the legal- 
ity of a sales plan whereby customers 
with every purchase of a product get 
a free chance to win more of the 
same product. 

FTC charges that a plan of the 
Western Star Milling Co., Salina, 
Kansas, under which a shopper is in- 
vited to buy a sack of flour and pick 
a number from a pull card device to 
win another sack, involves a game of 
chance or lottery as part of the sales 
plan and thus is illegal. 
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COMING 
EVENTS 
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6—Oregon State Jewelers Associa- 
tion, Annual Convention, Multnomah 
Hotel, Portland, Ore. 

13-14—-Maryland-Delaware-District 
of Columbia Retail Jewelers Associa- 
tion, Annual Convention, Mayflower 
Hotel, Washington, D. C. 

13-24—-United Jewelry Show (for 
wholesalers only), Sheraton-Biltmore 
Hotel, Providence, R. I. 

17-20—N ational! Association of 
Watch & Clock Collectors, Annual 
Convention, Sylvania Hotel, Philadel- 





phia, Pa. 
21—-Horological Institute of Amer- 
ica, Annual Convention, Willard 


Hotel, Washington, D. C. 

27—-Michigan Horological Associa- 
tion, Annual Convention, Civie Cen- 
ter, Lansing, Mich. 
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3-5—Watch Material Distributors 
Association, Annual Convention, 


Edgewater Beach Hotel, Chicago, Il. 
6-8—National Wholesale Jewelers 
Association, 49th Annual Convention, 
Edgewater Beach Hotel, Chicago, Ill. 
9-10—-Texas Watchmakers Associa- 
tion, Annual Convention, Baker Hotel, 
Dallas, Texas. 


24-25—New Hampshire Retail! 
Jewelers Association, Annual Con- 
vention, Lake Tarleton Club, Pike, 
N. H. 
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8-13—-New York Home Furnishing 
Accessories Show, Trade Show Build- 
ing, New York. 

15-18—Southeastern China, Glass 
& Gift Show, Atlanta Municipal! 
Auditorium, Atlanta, Ga. 

15-18-——-Southern Jewelry Show, 
Dinkler Plaza and Henry Grady 
Hotels, Atlanta, Ga. 

15-20—-National China, Glass & 
Pottery Show, Hotel New Yorker, 
New York. 

22-24—Carolina Gift Mart, Radio 
Center, Charlotte, N. C. 

22-25—-New Orleans Gift & Jewelry 
Show, Roosevelt Hotel, New Orleans, 
La. 

22-25—Washington Gift Show, 
Hotel Willard, Washington, D. C. 
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22-27—California Gift Show, Mer- 
chandise Mart, Biltmore and Alexan- 


der Hotels and Brack Shops, Los 
Angeles, Calif. 
29-31—-Amarillo Gift Show, Her- 


ring Hotel, Amarillo, Texas. 

29-2—-National Jewelers Associa- 
tion, Annual Convention and Trade 
Fair, Conrad Hilton Hotel, Chicago, 
Il. 

29-2—-Associated Variety & Nov- 
elty Manufacturers Show, Morrison 
Hotel, Chicago. 

29-9——-Chicago Gift Show, LaSalle 
Hotel and Palmer House, Chicago, Ill. 
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4-8—Buffalo Gift Show, Hotel Stat- 
ler, Buffalo, N. Y. 

12-15—Kansas City Gift & Toy 
Show, Municipal Auditorium, Kansas 
City, Mo. 

12-15—Pittsburgh Gift Show, Wil- 
liam Penn Hotel, Pittsburgh, Pa. 

19-21—-Houston Gift & Housewares 
Show, Sam Houston Coliseum, Hous- 
ton, Texas. 

19-22—-Indianapolis Gift Show, 
Hotel Claypool, Indianapolis, Ind. 

19-24—-New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing, New York. 

26-29——Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus, Ohio. 

26-29—-Northwest Gift, Art & 





Housewares Show, Radisson Hotel, 
Minneapolis, Minn. 

26-30—American National Retail 
Jewelers Association, 5Sist Annual 
Convention, Waldorf - Astoria Hotel, 


New York. 
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2-4—Ohio Retail Jewelers Associa- 
tion, Annual Convention, Netherlands 
Plaza Hotel, Cincinnati, O. 
2-5—Miami Beach Gift, Jewelry, 
Toys and Housewares Show, Roney 
Plaza Hotel, Miami Beach, Fla. 
2-6—Allied Gift & Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 
8-10-——Michigan Retail Jewelers As- 
sociation, Annual Convention, Hotel 
Pantiind, Grand Rapids, Mich. 
9-12---Cleveland Gift Show, Hotel 
Statler, Cleveland, Ohio. 
9-13——-Boston Gift Show, 
Hotel, Boston, Mass. 
16——Missouri Retail 
sociation, Annual Convention, 
ernor Hotel, Jefferson City, Mo. 
16-19——-Denver Gift & Jewelry 
Show, Hotel Albany, Denver, Colo. 
23-24—-lowa Retail Jewelers As- 
sociation, Annual Convention, Hotel 
Fort Des Moines, Des Moines, lowa. 
23-25—-Phoenix Gift & Jewelry 
Show, Westward Ho Hotel, Phoenix, 
Ariz. 
23-25 — Last-Call-for-Christmas 
Gift Show, Biltmore Hotel, Los An- 
geles, Cal. 


Statler 


Jewelers As- 
Gov- 


23-26-—Philadeiphia Gift Show, 
Hotel Benjamin Franklin, Philadel- 
phia, Pa. 
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i recently watched a TY 
that depicted the sinking of 
liner The Titanie, 
folded, 2 things were obvious—Com- 
piacency and Danger Points. And I 


think I learned two important lea- 
sons about business from both 


show 
the 
Ae the story un- 


One, that complacency, many 
times, is the harbinger of disaster 
And that everybody has a danger 
point that can sink him. The ap- 
preach to curing these businesea tile 
is not always evident, but I do 
think one word sume up a possibie 
solution RE-EVALUATION. That 
is, analyze your overall picture. Do 
you realize that costs are reaching 
a danger point at your present sales 
level? Evaluate your sales efforts 
Increased volume becomes a neces- 
sity. 


RE-EVALUATION of your sales 
picture is merely spotting the prob 
lem, but what's the actual solution? 
There are several anewers. Try to 
change your pattern of doing busli- 
ness. Trade up your line if neces- 
sary. Try to handle better items as 
well as low-priced merchandise. Di 
versify your line. That ts, add new 
or allied itema to geive you a well- 
rounded product picture 


conaetantly 
business 


AT CIRCLE, we 
re-evaluating our 


are 
entire 


This enables us to keep up with 
the changing economy We now 
have the widest most diversified 


New iteme (in many <dif- 
atylied to give 
value in cos- 


line ever 
ferent price 
your customers 
tume jewelry 


ranges) 
real 


See for yeurself ...and iI know 
you'll eay it's the beat value in the 
jewelry field today 


costume 


At the C.J.M.A. SHOW: 
Hotel Martinique, May 11-22 
Ben Gartner 


Sold Through Wholesalers Only 


CIRCLE 


JEWELRY PRODUCTS 


The House of Rhodium 
146 W. 24h WN. OY 
Al 6-408 

Soles Office: 303 Fifth Ave 

By Appointment 




















WORKSHOP 
QUESTIONS 
and ANSWERS 


6é6Q@SECRET” OF POURING GOLD—A manufacturing 
jeweler | know always adds some metal filings to 
gold in the melting-crucible, before he pours the gold 
into the mold, when making castings. He never would 
tell me what metal he used for this, but said it makes the 
gold flow more surely into all parts of the mold. Can 
you tell me what metal he uses? (Question No. 6574) 
5. 5. 
Answer-——The filings or otherwise grained metal is 
probably zinc, which is well known for the effect men- 
tioned in your inquiry. A good proportion to use is 
about three or four troy grains of zinc to each 15 penny- 
weights of gold in the melt, not any more. This should 
be added just before pouring the metal. The zinc may be 
in small bits cut from sheet metal, or in coarse filings 
from a block of zine. 


Bees FING REGULATOR PIN-—In fitting in a new 
regulator pin, what points should be taken care of, 


to give good timing results? (Question No. 6575) M. Z. 


Answer-—(1) After filing up the new pin, it should 
be polished with a blank or burnishing file, very slightly 
tapered, and then fitted tightly in its hole, allowing no 
play in its fitting. (2) The acting length of the pin must 
be parallel to that of the other pin. (3) The center (axis) 
of the new pin must be exactly opposite the center of 
the other pin, across the portion of spring embraced be- 
tween the pins, (4) The ends of both pins should extend 
only slightly below the bottom of the hairspring wire, 
must be free from burrs and preferably slightly rounded. 
(5) The space between the pins should be no more than 


necessary to avoid gripping the hairspring wire. 


INDS OF ALCOHOL—I'd like to know about the 
correct name to use in ordering alcohol. For some 
purposes | use pure grain alcohol, although its cost is 
high, and for other uses, the much cheaper denatured 
alcohol. What is each made from, and why can de- 
natured alcohol be bought so much cheaper? (Question 


No. 6576) F. A. B. 


Answer—The correct technical name for what you 
buy as “pure grain alcohol” is ethyl alcohol. This is dis- 
tilled from rye, corn or wheat. Ethyl alcohol is the 
kind of alcohol that is in whiskey and other spirituous 
liquors. The principal factor in the high price of ethyl 
alcohol is the U. S. Internal Revenue tax, which is based 


upon the tax-rate on alcoholic beverages. What you buy 
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FOR THE 
N° MATTER what you buy, it’s just 


good business to get the most for your 


money. Isn’t that right? Well, in watch-rate 
recorders the “‘most’’ means the one that will 
give you the most day-after-day advantages 
in accuracy and dependability, enabling you 
to do more work better in less time . . . and 
the “most” in the long life of the machine 
with year-after-year economy in maintenance. 
If that is your idea of the “most” in value, 


check these facts with anyone who owns a — 
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W atchMaster 
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American Time Products, Inc. 


580 Fifth Avenue, New York 36, N. Y. 
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as denatured alcohol is ethyl alcohol to which has been 
added certain poisonous chemicals to make the alcohol 
unfit for drinking. Denatured alcohol is sold relatively 
untaxed, hence at a much lower price. 


IGH-PRICED CLOCKS—Why do Eli Terry clocks 

sell in the collectors’ market for much higher prices 
than any of the other makes of old New England clocks? 
(Question No, 6577) A. E. M. 


Answer-—-\t is incorrect to say that all Eli Terry 
clocks sell for higher prices than other clocks of the old 
New England makers. Eli Terry’s career was in two 
distinct periods. From 1792 until about 1809 he made 
clocks by hand in very small quantity, so that these 
clocks are very rare and have sold at very high prices. 
In 1814 Terry invented an arrangement of the acting 
parts of clocks that was a great improvement, and many 
clocks were made by him on this plan, by a subdivided 
handwork plan resembling in a way the mass-production 
manufacturing methods of today, 

So many of these clocks were made, that although they 
bear kli Terry’s name, they are not rare today and do 
not command particularly high prices. Not only this, 
but Eli Terry licensed many other manufacturers to make 
clocks under his patent, These were labeled “Eli Terry’s 
Patent,” and are sometimes mistakenly considered clocks 
made by Eli Terry. The very high prices paid for Eli 
Terry clocks are generally for those he made by hand 
between 1792 and 1809, and not for his later product. 


| EFINITION NEEDED-——What is a jasper lap? | 

heard that this is good for polishing the tops of 
jewel settings, but I cannot find it mentioned in any of 
our material house catalogs. (Question No. 6578) J. H. 


A nswer—Jasper stone is a variety of quartz impreg- 
nated with iron oxide. Most of it is of a brownish-red 
color, Flat bench laps made of jasper are very good for 
polishing gold and brass jewel setting tops after strip- 
ping them, or any other parts made of soft metals and 
of a small area, The work is simply pressed on the jasper 
lap, with a finger covered with watch paper, and rubbed 
on the lap to accomplish the polishing. 


IXED ESCAPEMENT—I have heard of what is 

called a mixed escapement, but cannot find an ex- 
planation of it in any of the books I have. What is a 
mixed escapement? (Question No, 6579) E. T. D. 


Answer—The term “mixed” referring to an escape- 
ment of detached lever type, refers to the location of 
the pallet stones in their relation to a circle struck from 
the center of the pallet pivot, as the center of this circle. 
In this respect, there are two other types of design for 
the lever escapement: “circular” escapements, and 
“equidistant” escapements. 

In the circular type, imagine a circle with its center 
at the pallet-arbor pivot and an arc of it passing through 
the centers of each of the lifting faces of the stones. In 
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the equidistant type, these arcs pass through the R corner 
of each of the pallet stones. A mixed escapement has 
the pallet stones located in any other position, in relation 


to the circle referred to. 


OW TO FIX SLIDE-REST—My slide-rest is held on 

the lathe-bed by a bolt, with an oblong head that 
slides into a slot on the bottom slide of the rest, and 
stands at a right angle to the length of the lathe-bed. 
This is also used to clamp on the hand-rest. It holds 
the hand-rest tight enough, but the slide-rest can be 
shifted a little after the bolt is tightened. Can anything 
be done about this, without sending the lathe to the fac- 
tory? I understand they keep things there a long time 
before returning them. (Question No. 6580) P. C. 1. 


A nswer——Y our lathe is one that has no “shoe” on its 
bed for holding the slide-rest, which clamps directly to 
the top of the bed. You will probably find that the bolt- 
bar is slightly bent upward towards its ends, hence does 
not hold the slide-rest firmly to the lathe bed for its 
entire length, but only near the center of the bolt-bar. 

This can be corrected by laying the bar on a lead 
block, bolt-stem pointing upward, and then striking 
moderate blows on the end of the bolt-stem with a jewel- 
er’s mallet or fibre-faced hammer. This will bend the 
bolt-bar downward at its ends, to make it “draw” for its 
full length. During the bending, the bolt should be tried 
with the slide-rest on the lathe, to avoid overdoing the 


bending. 


LECTRIC CLOCK HUM—Why do some electric 

clocks have a disagreeable humming sound while 
running? It is noticed oftenest in cheap clocks. (Ques- 
tion No, 6581) O. R. E. 


Answer—Usually there may be one or more loose 
parts, especially around the field magnets, perhaps screws 
or rivets that hold the magnets to other parts of the 
clock, or the pieces of sheet iron that compose the 
magnets may not be tightly held together. The current 
alternations vibrate the parts, and any loose fastenings 
may allow these vibrations to be heard as the objection- 
able humming noise. In such cases, tightening all fast- 
enings will silence the noise. 

YSTERIOUS STONE—An old lady showed us a 

heavy watch fob with a big stone in the bottom 
of a gold pendant, cut like an old-mine diamond, of a 
brownish-yellow color, She says her grandfather brought 
it from Scotland 100 or more years ago. Can you tell 
us what the stone is? (Question No. 6582) S. D. C. 


Answer—Although ordinarily we would not attempt 
to identify a stone without seeing it, in this case we 
believe it is safe to say that this stone is the variety of 
quartz long known in Scotland as cairngorm. This stone 
was very much in fashion for jewelry in Scotland dur- 
ing the period indicated by what your customer says 
about the family history of the fob shown you. 
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In these days of stiff com- 
petition, it’s the store that's really 
“open” —in appearance as well as 
fact—that gets the business. That's 
why so many alert merchants are 
giving their establishments the sales 
appeal of Pittsburgh Open-Vision 
Store Fronts. 

Passers-by are attracted by the 
bright, friendly, inviting appearance 
of an Open-Vision Store Front, and 
they are often drawn right inside 
where they become paying cus- 
tomers. This means more business, 
bigger profits for the store owner. 

An excellent example of modern 
store design, featuring open-vision, 


PAINTS + GLASS + CHEMICALS 


PITTSBURGH 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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PLATE 


is Maleolm Ross Jewelers, Colum- 
bus, Indiana. To create this attrac- 
tive shop, Alfred D. Taylor, Archi- 
tect, Columbus, Ind., used large 
quantities of Pittsburgh Polished 
Plate Glass. Pittco® Store Front 
Metal and Carrara® Structural 
Glass, in addition to two Pittsburgh 
Door Frames. 

For more information on Pitts- 
burgh Open-Vision Store Fronts and 
Store Front Products, just send in 
the convenient coupon. We'll be 
pleased to send you, without obliga- 
tion, our free store front booklet. 
“How To Give Your Store The Look 
That Sells.” 


BRUSHES + PLASTICS + FIBER GLASS 


GLAsS 


COMPANY 





Pittsburgh Plate Gloss Company 
Room 6227, 632 Fort Duquesne Bived 
Pittsburgh 22, Pa. 


Please send me a FREE copy of your 
store front booklet. 


Addrew 
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‘Keepsake’ Offers Dealers 
New Series of Radio Jingles 


; 


A new series of “Keepsake” radio 
transcriptions featuring a musical 
jingle will soon be telling prospective 
buyers from coast to coast of the 
lifetime benefits of Keepsake diamond 
rings, according to an announcement 
from A. H. Pond Co., Inc., Syracuse, 
New York, 

The new radio spdts, 11 in number, 
feature a male and female vocal duet 
with background chorus and orches- 
tration. Effective selling messages 
and time for the dealer’s own tie-in 
are included in the musical transcrip- 
tions. 

The musical jingle usually concludes 


Keepsake’s Friday night commercials 
on NBC-TV's “Tonight” show, star- 
ring Steve Allen. Accompanied by 
Skitch Henderson and his orchestra, 
two of the four regular “Tonight” 
vocalists render the boy-and-girl duet 
in close simulation of the original 
radio jingle rendition. Photo shows 
vocalista Andy Williams and Pat 
Kirby rehearsing the new jingle. 


Amity Reports 25 Per Cent 
Increase in Sales During 1955 


The sales figures for 41-year-old 
Amity Leather Products Co., West 
Bend, Wisconsin, showed a 25 per 
cent increase in 1055, making it the 
firm’s record year, according to an 
announcement from the firm. 

The 1956 advertising schedule, larg- 
est the firm has ever undertaken, in- 
cludes color ads in Life, Look and 
Saturday Evening Post. 

Amity will continue to promote 
ite “Collectors Series” and “Clutch 
Bags,” which were spucially designed 
for jewelry store sales, as part of its 
plan to expand its distribution in the 
retail jewelry field. 
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Squire Offers New Assortment 
Featuring Graduation Theme 


Squire, Inc., Taunton, Mass., is 
currently introducing a new assort- 
ment of men’s jewelry, “Moments to 
Remember,” in the graduation theme. 

The assortment consists of three 


designs: a scroll, a mortar board and 
a lamp of knowledge; all sets are 
priced at $3.50, retail. Photo shows 
the counter or window display unit 
offered free with an assortment of 12 
sets of the new jewelry. 


LeCoultre ‘Travelette’ Clock 
Now Available in Five Colors 


LeCoultre division of Longines- 
Wittnauer Watch Co. has announced 
that it will use color to stimulate 
spring sales, with the debut of its 
popular travel clock, “Royal Travel- 
ette,” in five new colors, 

The clock, shown in the photo, is as 


small as a package of cigarettes; it 
has a precision-engineered 8-day 
jeweled movement and an alarm. It 
retails for $23.95. The new Travelette 
will be available in purple, blue, em- 
erald, ivory and onyx. The original 
Travelette clock was finished in bur- 
nished bronze. 


1881 (R) Rogers (R) Offers 
$1 Special on New Pattern 


To introduce its new “Lilac Time” 
silverplate pattern, available this 
month, the 1881 (R) Rogers (R) di- 
vision of Oneida Ltd. Silversmiths is 
offering a $1 “Drawer Full” special: 

When she buys a 52-piece service 
for 8 in a deluxe drawer chest at the 
regular price of $69.75, the customer 
is offered the opportunity of receiving 
19 extra pieces, with an open stock 
value of $27, by paying $1 extra. 

A 76-piece service for 12 is offered 
at $99.75 and the customer may ob- 
tain an additional 27 pieces by paying 
only $1 extra. 

Photo shows the window or counter 
display which features the special in- 
troductory offer. 

Extra pieces are teaspoons, butter 





spreaders, gravy ladle, cold meat fork 
and dessert server. The chest is avail- 
able in blonde or mahogany finish and 
is lined with anti-tarnish material. 


Gruen Offers Dealers Free 
Tie-In On NBC-TYV Shows 


For the first time in the history of 
the watch industry, jewelers are able 
to tie-in on a local basis with three 
coast-to-coast TV programs without 
cost, according to an announcement 
from the Gruen Watch Co. 

The three shows, on which Gruen 
has exclusive rights for watch adver- 
tising, are the “Dave Garroway 
Show,” the “Steve Allen Show” and 
“Home,” all on NBC-TY. 

According to Gruen, jewelers in 
areas where the shows appear will be 
able to visually feature their store 
location while the star of each of the 
shows delivers the Gruen commercial. 

This enables the local jeweler to 
be practically a co-sponsor in his area 
without charge, as Gruen carries the 
entire cost of sponsoring the shows. 
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international Sterling Offers 
New Sterling-Stainless Chest 


International Sterling division of 
International Silver Co. is currently 
introducing a “Modern Living Chest” 
which combines both sterling and 
stainless flatware in one wedding gift 
package. 

The new chest, shown in the photo, 
holds 42 pieces of sterling flatware in 
the conventional area of the chest; a 
lower drawer holds the 16 pieces of 
stainless flatware. 

The complete both 


chest, with 





stainless, retails from 


sterling and 
$243.45 up. 

The customer may choose any of 15 
International Sterling patterns and 
any of three Internationa! Stainless 
Deluxe patterns. 


College Seal & Crest Offers 
Free Folder of College Rings 


College Seal and Crest Co., 236 
Broadway, Cambridge, Mass., manu- 
facturer of college and fraternity 
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jewelry, has just published a four- 
page folder of New England college 
rings which it is offering to dealers 
free of charge. 

The booklet, shown in the photo, 
presents the rings by means of life- 
sized photographs which accurately 
show details of the various designs. 
In addition to 48 New England college 
rings, representing both major schools 
and smaller institutions, the booklet 
includes the rings of a number of 
schools throughout the United States. 
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Promotional Booklet Features 
‘Duet Custom Set’ Ring Line 


Kushner & Pines, Inc., 15 W. 47th 
St., New York, manufacturer of dia- 
mond rings, is currently offering deal- 





ers an advertising and promotional 
booklet featuring its line of “Duet 
Custom Set” rings. 

The booklet, shown in the photo, in- 
cludes a series of mat ads, instruc- 
tions on setting the center stone, ra- 
dio and TV scripts, guarantee forms, 
displays and sales and merchandising 
aids. 

The new booklet, forerunner of the 
largest and most aggressive campaign 
in the firm’s history, according to J. 
Harold Kushner, president, is 20 
pages in length; it is available 
through wholesalers. 


New Hermes Machine Develops 
New Attachment for Engraving 


New Hermes Engraving Machine 
Corp., 13-19 University Place, New 
York, has announced the development 
of a new spring-operated attachment 


for use with its “Engravograph,” 


model GT. It is priced at $25. 
Instead of using hand pressure in 
the engraving process, jewelers can 
now use the new “pressure control 
lever,” shown in the photo, to bring 





the cutting tool inte contact with the 
surface to be engraved. The new 
attachment is said to eliminate oper- 
ator fatigue and allow much deeper 
engraving with uniform depth. The 
pressure control lever can easily be 
attached to the Engravograph. 








Speidel Gives Heavy Backing 
To ‘Heart-Throb Photo-idents’ 


Speidel Corp. is currently launch- 
ing a major campaign for its “Heart- 
Throb Photo-Ident” which includes 
special packaging, new point-of-sale 
materials and extensive TV promo- 
tion on its $100,000 quiz program, 
“The Big Surprise.” 

The campaign will feature the teen- 
age fad idea; the fad promotion tells 
youngsters “going steady” to wear 
the Photo-Ident on the inside of the 
wrist, “next to the heartbeat,” and 
those in the “just friends” group to 
wear it on the outside of their wrist. 

Photo shows (left and bottom right) 
the new point-of-sale material and 
(upper right) the new packaging for 
the Photo-Ident. 

The “Big Surprise” show, having 
recently moved into the “top 10” 
category of the nation’s TV shows, 
provides Speidel with an audience 
estimated at 32,640,000 per program 
for its Photo-Ident promotion. 

Already signed for appearances on 
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the TV show are such teen-age favor- 
ites as Johnny Desmond, Bobby Scott 
and the Fontaine Sisters. Along with 
Speidel’s regular commercial person- 
alities, Caroline O’Connor and Lee 
Vines, the guest stars will handle the 
Photo-Ident commercials. 

The Heart-Throb promotion will be 
continued on all “Big Surprise” shows 
through dune 16, to coincide with 
the graduation sales season. All 
phases of the new Speidel promotion 
are covered in a dealer brochure dis- 
tributed to all outlets, 


Hamilton To Make Auto Clocks 
As Diversification Measure 


Continuing its long-range diversifi- 
cation program, Hamilton Watch Co. 
has entered the auto clock fleld, ac- 
cording to an announcement by Ar- 
thur B. Sinkler, president of the firm. 

According to Sinkler, Hamilton has 
acquired several clock patents from 
the Gibbs Research and Development 
Corp., Janesville, Wisconsin. Hamil- 
ton’s Allied Products division, which 
has begun manufacturing these new 
clocks, is scheduling deliveries for 
September. Sinkler also announced 
that Hamilton's engineers are step- 
ping up their research, to develop 
other types ef clocks for the trans- 
portation field. 
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Community Offers New Display 
For Child and Baby items 


Community division of Oneida Ltd. 
Silversmiths is currently introducing 
a new 3-D window or counter display 
for ite line of child and baby items. 
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The display, shown in the photo, 
features an illustration of a little girl 
in a calico dress and bonnet watering 
her summer garden, Blue, yellow, 
green and red colors are used to 
create an eye-catching exhibit. The 
unit is 22% in. wide by 22 in. high 
by 17 in. deep. It is offered free, with 
& minimum assortment of popular 
items in the line. 


‘Starfire’ Jewelers Offered 
Neon Identification Sign 


A. H. Pond Co., Inc,, Syracuse, New 
York, is currently offering a new 
neon identification sign to its “Star- 
fire” diamond ring dealers. 

The new sign, shown in the photo, 


features rose-colored neon tubing; 
the lower metal -framed sign is illum- 
inated to emphasize its blue lettering. 
The unit, suitable for in-store or 
window use, is 9% in. high x 22 in. 
wide x 5 in. deep. 


Niash Refining Co. Moves 
To New Office and Factory 


Niash Refining Co., Inc., manufac- 
turer of findings, recently moved to a 
new office and factory at 245 7th Ave., 
New York, according to an announce- 
ment from the firm. Reason for the 
move was to obtain “larger and bet- 
ter facilities to serve our friends and 
customers.” 
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Amity Announces Sale Of 
Men's and Ladies’ Billfoids 


Amity Leather Products Co., West 
Bend, Wisconsin, has announced a 
special sale featuring its regular 
men’s and ladies’ $5 billfolds for $3.79 
through July 1. 

The sale, timed for Mother’s Day, 
Father’s Day and graduation season, 
was instituted last year—the first 
such promotion in the firm’s 41-year 
history. The success of the sale led 
the firm to repeat this year. 

Amity is offering dealer a free dis- 


play, shown in the photo, with a one- 
dozen assortment, of six men’s and six 
ladies’ models. 


Hearing Aid Glasses Offered 
For Jewelry Store Sales 


A new line of fashion-styled hear- 
ing aid glasses is currently being of- 
fered for jewelry store sales by Nor- 
matone Hearing Aid Co., 22 E. 7th 
St., St. Paul, Minn. 

The Normatone glasses, shown in 
the photo, feature a powerful micro- 


size hearing aid concealed in one of 
the temples of a pair of glasses. 
Hearing temples are available for 
either ear, or for both ears for maxi- 
mum efficiency. 

The firm offers a sales plan which 
makes it simple for jewelers to sel! 
hearing aid glasses whether or not 
they maintain an optical department. 


‘Mrs. America’ State Finalists 
Presented With Gruen Watches 


The “Mrs. America” contest com- 
mittee has selected a $100 Gruen 
wrist watch as an award for each of 
the winners in elimination contests 
now being held in the 48 states and 
the District of Columbia. 

According to Gruen, the watch was 
chosen “because of its accent on new- 
ness in fashion, style and design, to 
coordinate with the latest in female 
fashion apparel.” 


Anson's New Line Features 
Reproductions of Dog Heads 


To reach the billion dollar market 
of dog fanciers, Anson, Inc., is intro- 
ducing a new line of “Best in Show” 
men’s jewelry, featuring 3-D repro- 
ductions of dog heads in gold oxidized 
finished. 

The new line will be promoted on 
Anson’s “Stop the Music” TV show 
for Father’s Day gift sales. Dealers 
may obtain free newspaper mats, re- 
prints of ads in Dog Kennel Gazette 
and Dog World and 9 in. by 12 in. 
display posters. 

Photo shows Unit 109/56, consist- 


ing of 15 $2.50 “Best in Show” tie 
tacks, mounted on the free counter 
display. Total retail value is $37.50; 
cost to the retailer, $15. 


Electric Housewares Industry 
Elects Sales Promotion Head 


The Electric Housewares section of 
the National Electrical Manufactur- 
ers Association has announced the 
election of Michael M. Masterpool as 
chairman of the sales promotion com- 
mittee. 

Masterpool, who is advertising 
manager, Portable Appliance depart- 
ment, General Electric Co., voiced the 
industry’s optimism with regard to 
the outlook for electric housewares 
promotion in 1956. He said he ex- 
pects the electric housewares industry 
to show continual gains in 1956 as it 
has since the start of the Electric 
Housewares gift campaign six years 
ago. 
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Gemex Introduces New Line 
Of ‘Colormates’' Watchbands 


The Gemex Corp. is currently in- 
troducing a new line of fashion-acces- 


sory, detachable watch bracelets, 
called “Colormates,” which retail at 
$2.95. 

The new bands, which can be 


snapped on and off the watch, are 
available in a variety of colors to 
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match, blend or contrast with a 
woman's costume. 

Inspired by designer Ceil Chapman, 
shown in the photo with William 
Swartman, vice president in charge 
of marketing, the Colormates are 
available in 34 colors and styles in 
suede and calfskin. 

“Although these bands can be sold 
individually . .. their low selling price 
and high-fashion appeal makes them 
a natural for promoting in sets of 
three, as we have done with three- 
band displays,” says Swartman. 


Baumgold Promotes New Line 
Of Heart-Shaped Diamonds 
To help pre-sell its line of “Eternal 


Heart-Shaped” diamonds, Baumgold 
Bros., Inc., 580 Fifth Ave., New York, 





is currently promoting them on na- 
tionwide TV and radio shows. 


Photo shows Johnny Olsen of 
WABD-TV in New York with Ger- 
trude Gold of Baumgold Bros. during 
a recent program in which she ex- 
plained that the Baumgold Eterna! 
Heart Shaped diamonds have a niche 
at the top that is a complete curve, 
as contrasted with older heart shapes 
that were cut like “V” slots, uncurved 
and gray on the inside. 
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Bulova Offers Two Watches in 
'No-Trade-in Needed’ Promotion 


Stressing the “No-Trade-In Needed” 
theme, Bulova is currently introduc- 
ing a special grouping of two 17- 
jewel watches, the “Priscilla” mode! 
for ladies and the “Navigator” model 
for men. 

The phrase “No-Trade-In Needed” 
will be extensively promoted over net- 
work TV, emphasizing the high value 
and low price of the watches, 

A special tie-in display, shown in 
the photo, with facilities for the dis- 
play of both watches, is supplemented 
by a colorful combination of pennants 
and window streamers. 

The Priscilla model, which retails 
for $39.75, features a 17-jewel move- 
ment, and a case set with two dia- 
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monds; the Navigator, also selling for 
$39.75, has a 17-jewel movement, an 
unbreakable lifetime mainspring and 
is shock and water-resistant. 

A complete newspaper mat service 
is available to dealers. 


Philco Introduces New Line 
Of ‘Leather Styled’ Portables 


Phileo’s new line of “leather styled” 
portable radios will receive exclusive 
introduction in national consumer 
magazine and trade publication ad- 
vertising, according to John E. Kelly, 
advertising manager, Phileo Radio 
and TV division. 

Heavy spring ads are slated for 
such magazines as Life, Holiday, Sev- 
enteen, and New Yorker. This cara- 
paign will be augmented later by spot 
radio-TV announcements and news- 
paper ads in major areas of the 
country. 

Named the “Rough Riders” to point 
up their ruggedness and durability, 
the new Philco models range from 
$29.95 to $44.95; there are four models 
in the line. All are 5-tube, printed 
wiring chassis, featuring unusual 
tone quality and styling; two of the 
modelg are cased in genuine top- 
grade cowhide, two are in Sur-V-Lon 
(leather like) finish. 

Phileo is offering a counter display 
which holds four radios, one each of 
the four models. 





Wm. Rogers & Son Offers New 
‘Spring Flower’ Hollowware 


’ 
Wm. Rogers & Son divisivn of In- 
ternational Silver Co. is currently 
introducing a complete new line of 





“Spring Flower” hollowware, timed 
for bridal gift sales. 

Seventeen items in the new line are 
in the “$10 and under” price range, 
including a compote, a 12-inch relish 
dish with a 5-compartment glass liner, 
a well and tree planter and a double 
vegetable dish. The rolled and oxidized 
border emphasizes the floral and leaf 
scroll design which matches the pat- 
tern of Spring Flower flatware. 

Other items in the new line are a 
7-piece tea and coffee service, shown 
in the photo, with kettle and footed 
waiter for $130, a 58-ounce kettle for 
$32.50, a 1%-quart cocktail shaker for 
$20 and a silver-covered casserole dish 


for $15. 


Dennison Manufacturing Co. 
introduces New Line of Boxes 


Dennison Manufacturing Co., Box 
division, Marlboro, Maas., is currently 
introducing a complete new line of 
lift-off cover, satin-lined boxes in 11 
popular sizes. 

The boxes, shown in the photo, are 





covered with pink and gold-colored 
foil paper and lined with satin, the 
bases with gold-colored paper. 


New Elgin Mat Catalog 
Contains Variety of Ads 


Elgin is eurrently offering dealers 
a comprehensive mat catalog featur- 
ing ads for “Elgin Petites,” “Town 
and Country Elgins,” ‘‘Nite-Glo 
Elgins,” “Elgin Starlettes” and “Lord 
and Lady Elgins.” 

The catalog contains a wide variety 
of ads, including some especially de- 
signed for Mother’s Day, Father's Day 
and graduation season 
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"Mystery Motion’ Featured in 
New ‘Artcarved’ Display Unit 


Jd. R. Wood & Sons, Inc., 216 E. 
45th Bt., New York is currently offer- 
ing a new “Mystery Motion” point- 
of-sale diamond and wedding ring 
display to ite “Artearved” dealers. 

The display, shown in the photo, 


features rotating wedding ring cush- 
ions which seem to move around 
“miraculously.” Actually, the cushions 
are rotated by power transmitted 
through the delicate wrought iron 
scrollwork. Additional appeal is pro- 
vided by the dramatic silhouette of a 
bride. 


Medana Introduces New Series 
Of Low-Priced Ladies’ Watches 


A new series of Medana ladies’ 
watches is currently being introduced 
in the low-priced market, according 
to an announcement from Louis 
Aisenstein & Bros., Inc., 16 E. 40th 
St.. New York, exclusive distributor 
of the Medana watch line. They re- 
tail for $15.95. 

The new models include pastel- 
colored bracelet watches, gold-colored 
bracelet watches combined with pearls 
or rhinestones, textured gold-colored 
bracelets with unusual designs. Each 
of the new watches is fully guaran- 


teed, anti-magnetic and has Medana’s 
7-jewel Swiss movement. 
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Universal Announces Extensive 
Ad Campaign for 'Coffeematic’ 


The largest advertising and sales 
promotion in Universal’s history has 
been established for the 1956 “Coffee- 
matics,” according to an announce- 
ment from Landers, Frary & Clark. 

“We have selected 26 national con- 
sumer magazines to advertise the 
Coffeematic 94 times in 1956,” said 
William J. Cashman, advertising di- 
rector. “These magazines deliver 157,- 
448,747 reader impressions every time 
they hit the stands... the greatest 
advertising force ever welded together 
in one campaign behind a single ap- 
pliance.”’ 

This campaign will be augmented 
by 11 ads in 35 key city newspapers. 
Sales promotion material includes a 
7-color lithographed display with re- 
cessed shadow box to hold both the 
&-cup and 10-cup models; a 16-page 
4-color brochure; a 4-color catalog 
page and a 4-color consumer folder; 
and a sales training film, “Sizzle 
Your Way to Sales.” A special events 
program will be announced soon. 


Poole Silver Co. Introduces 
New Swivel-Top Butter Dish 


Poole Silver Co., Taunton, Mass., 
has announced the introduction of a 
new silverplated swivel-top butter 
dish, which will be ready for distri- 
bution in time for the bridal gift 
season, It will retail for $12. 

The dish, shown in the photo, holds 
a quarter-pound section of butter in 


ite glass insert; the butter can be 
easily covered with a flip of the cover. 
The design features gracefully 
moulded legs and handle. 


Ronson Announces Introduction 
Of New ‘Pre-Shave Lotion’ 


Ronson has announced the intro- 
duction of its new pre-shave lotion 
which is said to condition the beard 
for electric shaving and permit a 
faster, cleaner, closer shave. 

Introduction of the new product 
was preceded by extensive research 
and development, and the fragrance 
and aqua color were selected by a 
consumer panel test. The new Ron- 
son Pre-Shave Lotion is packaged in 
a faceted bottle containing three fluid 
ounces, 


|. Smaliman Offers Display 
For ‘Craftsman’ Billfolds 


I, Smaliman & Sons, Co., 47 W. 
34th St., New York, is currently 
offering a free “Turnabout” display 
with an assortment of its “Craftsman” 
men’s and ladies’ billfolds. 

The display, shown in the photo, 
opens to adapt itself for aisle, window 
or counter use. It displays the bill- 
folds, opened or closed, through glass 
covered panels set in a blond wood 
frame. 

Assortment A1025, which must be 
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purchased to obtain the display unit, 
consists of 24 men’s and 12 ladies’ 
billfolds, which retail from $3.50 to 
$10; total retail selling price of the 
assortment is $205. 


John J. Courtney Publishes 
Consumer Brochure on Diamonds 


Believing that the well-informed 
consumer is the best prospect for dia- 
monds, John J. Courtney & Co., 452 
Fifth Ave., New York, is offering 
“Courtney” diamond jewelers a new 
brochure designed to acquaint con- 
sumers with the facts of buying a 
diamond wisely. 

The new booklet, “Know Before You 
Buy. ...” contains an introduction by 
Emily Post on “The Etiquette of the 
Engagement Ring” which gives hints 
on the correct procedure for bride and 
groom, in selecting and presenting the 
ring. Contents include “Facts You 
Should Know About Diamonds,” cov- 
ering color, clarity, cutting and carat 
weight. As a further help, John J. 
Courtney's article, “Helpful Hints on 
Selecting a Diamond Wisely,” takes 
the future bride and groom on a 
“nersonal tour” behind the scenes, 
covering many of the factors that con- 
tribute to the quality and value of a 
diamond ring. 

The booklet has space on the cover 
for the jeweler’s own store name, and 
includes a separate “invitation” for 
consumers to visit their nearest Court- 
ney jeweler. 
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News of Personnel 





Irving Abel, vice-president and di- 
rector of sales, Longines-Wittnauer 
Co., Inc., 580 Fifth Ave., announces 
the appointments of five sales repre- 
sentatives: 

Edward R. Moskowitz will cover the 
Northwestern territory. 


Newton Dockman will cover the 
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JEROME MATICAN 


Longines-W iffnauer 


HARRY ROSE 


Longines-W iffnauer 


Mid-western territory. 
Jerome Myron Matican will cover 
the Connecticut territory. 


Harry Bernard Rose will cover the 


Kentucky territory. 


Donald P. Onstadt will cover the 


Mid-western territory. 





DONALD ONSTADT 


Longines-W iffnauer 


BOB ROSENSPAN 


Kimberly 


Kimberly Gem Co., Inc., 62 W. 47th 
St., New York, recently announced the 
appointment of Bob Rosenspan as 
sales representative. He is now on a 
trip covering his Mid-western terri- 


tory. 
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A. P. Bohy, sales manager, Mido 
Watch Co. of America, Inc., 580 Fifth 
Ave., New York, announces the ap- 
pointments of four sales represen- 
tatives. 

James J. Murphy will cover Mary- 
land, Delaware, Virginia and Wash- 
ington, D. C. 

Paul de Aguilar will cover North 
Carolina, South Carolina, Georgia 
and Florida. 

J. T. Loveridge will cover Oregon, 
Washington and Idaho. 


Earl C. Schneider will cover Alaska. 


Bohy also announces the reassign- 
ment of sales representative Mark 
Beck, who has been covering the 
Southeastern states. Beck will now 
cover Greater New York, New Jersey, 
New England and Eastern Pennsyl- 
vania. 


Sydney Berman, president, Chester- 
field Jewelers, Inc., 33 W. 46th St., 
New York, announces the appointment 
of John R. Howett as sales represen- 
tative. Howett will cover the South- 
east territory, promoting the Jean 
Sybe line of watches. He was for- 
merly with Larter & Sons, and the 
Jones & Woodland Division of Kre- 
mentz & Co. 


B. F. Hirsch, Inc., 100 Sixth Ave., 
New York, manufacturing jeweler, has 
announced the appointment of Al 
Goldberger as sales representative. 
He will cover the Western territory, 
with headquarters at 448 S. Hill St., 
Los Angeles. 


Dave Leighton of Gladding McBean 
& Co., Los Angeles, announces the ap- 
pointment of Robert E. Fleming as 
district manager for the Franciscan 
Dinnerware division of the firm. Flem- 
ing will manage the Upper Mid-west 
area, including Minnesota, Wisconsin, 
Upper Michigan, North Dakota and 
South Dakota. He was formerly dis- 
trict sales manager for Reinhard 
Bros. Co., wholesale distributors. 


Jay Freudenheim, sales manager of 
K. Polishook & Son Corp., 216 E. 45th 
St.. New York, ring manufacturer, an- 
nounces the appointments of three 
sales representatives: 

Bill Belgrade will cover the Mid- 
west area from Chicago. He has been 
directing his own firm of jewelry sales 
representatives since World War II. 

Jack Klein will cover Upstate New 
York and New Jersey. Formerly with 
L. Luria & Son, he has had 11 years 
experience in the field. 





Robert Dwight Auerbach will cover 
the Pacific Coast territory. Formerly 
with A. Cohen & Son, he has been in 
the retail jewelry field for the past 
10 years. 





BILL BELGRADE 


BOB PETERSON 


Polishook Oster 


Bob Peterson has been appointed 
head of the newly-opened Chicago 
sales office of the John Oster Manu- 
facturing Co., Milwaukee, Wisconsin, 
according to an announcement from 
the firm. Peterson, Oster sales repre 
sentative since 1947, will be located 
at 209 S. State St., Chicago. 


Sidney C. Mittelman, general man- 
ager, Phillips Wholesale Jewelers, Inc., 
12 E. Grace St., Richmond, Virginia, 
announces the appointment of Alfred 
Kelson as sales representative. 

Kelson will cover Virginia, Weat 
Virginia, Tennessee, North Carolina, 
South Carolina and Georgia. He has 
been in the wholesale jewelry field for 
nearly 25 years. 





ALFRED KELSON PRED STEERS 
Phillins raoffamoan 


Samuel J. Smalliman of |. Smallman 
& Sons Co., 47 W. 34th St., New York, 
manufacturer of “Crafteman” bill. 
folds, announces the appointment of 
Fred Steers as sales representative. 
He will serve wholesalers in the Rocky 
Mountain area in association with 
sales representative Leo Cearley, cov- 
ering Colorado, Montana, Wyoming, 
New Mexico, Utah and Idaho. 
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Max D. Roseman, sales manager of 
H & R Jewelry Manufacturing Co., 424 
5S. Broadway, Los Angeles, has an- 
nounced the appointments of two sales 
representatives: 

Sam Forman will cover the Cali- 
fornia and Pacific Northwest territory. 

Don Burns will cover Texas, Okla- 
homa and other Southwestern states. 

Both men will be featuring the 
firm's new line of “His Royal High- 
ness” men’s jewelry. 


Emanuel Hochman, vice president 
and general sales manager, Bulova 
Watch Co., announces the appoint- 
ments of four sales representatives: 

Walter Mullikin will cover North 
Dakota, South Dakota, Nebraska, 
Minnesota and Wisconsin, Mullikin, 
who has eight years’ sales experience 
in the area, will make his head- 
quarters in Morehead, Minnesota. 

Ralph Patterson will cover Arkan- 
sas, Mississippi and Tennessee. 


RALPH PATTERSON 
Bulova 


WALTER MULLIKIN 


Bulova 


Martin Hauser will cover the North 
Central portion of Ohio. 

George Carson will cover portions 
of Michigan and Ohio. Carson, who 
was formerly with Bulova’s radio di- 
vision, will make his headquarters in 
Detroit. 


GEORGE CARSON 


Buloy g 


MARTIN HAUSER 


Bulova 


Ewing Bros., 5 Plaza Way, Atlanta, 
Georgia, wholesale jewelry firm, has 
announced the promotion of Ralph 
Faircloth from the material division to 
its jewelry and diamond line. Fair- 
cloth was formerly associated with 8. 
LaRose, Inc., wholesale firm in Greens- 
boro, North Carolina. A graduate 
of the Bulova School of Watchmaking, 
he is now taking American Gem 
Society courses. 
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Monarch Marking Introduces 
New ‘Sale Price’ Tickets 


Monarch Marking System Co., 216 
8S. Torrence St., Dayton, Ohio, has an- 
nounced the introduction of a new 
series Of ‘Sale Price’ tickets for 
speedy, mechanical price-marking of 
special merchandise. 

The tickets are pre-printed in red 
on yellow; styles available in various 
sizes include string tags, pin tickets, 
gummed labels and Senso pressure- 
sensitive labels. Ample stocks of the 
new tickets are on hand for immedi- 
ate shipment; samples are available 
upon request, 


Waterman Sapphire-Jewel Pen 
Subjected to Two-Week Test 


To compare the quality of its new 
Sapphire-Jewel ball point writing tip 
with a conventional steel ball point, 
Waterman Pen Co. recently subjected 
both of them to a test equivalent to 
two weeks of constant use. 

Photo, magnified 250 times, shows 
the test findings: the Waterman point 
(at left) is still smooth and un- 
scratched, while the conventional 
point (at right) is rough and grooved 
after an equal period of use. 

According to Waterman, its Sap- 


phire-Jewel tip is ideal for ball point 
pens because of its corrosion resist- 
ance, lint resistance and extreme hard- 
ness; it is said to have a greater 
affinity for ink and writes smoothly 
over greasy or slick spots in the 
paper. 


‘Keepsake’ Dealers Offered 
Comprehensive Mat Service 


A. H. Pond Co., Inc., Syracuse, New 
York, is currently offering dealers a 
comprehensive new newspaper mat 
service for “Keepsake” diamond rings. 

The free service contains 73 ads in 
a wide range of illustrations and sell- 
ing approaches; a large assortment of 
ad-making units, including headlines 
and illustrations, enables dealers to 
create ads of any size or type. 





Armand Kleinberg of Kleinberg & 
Son, 2 W. 46th St., New York, im- 
porter and cutter of diamonds, an- 
nounces the appointment of Arthur 
Raer as sales representative. Baer, 
who has been active in the diamond 
trade for the past 15 years, will cover 
the South and Southwestern states. 


Compact New Kingsley Machine 
imprints Paper and Leather 


Kingsley Stamping Machine Co., 
1606 Cahuenga Bivd., Los Angeles, is 
currently offering jewelry stores a 
small, compact, easily-operated ma- 
chine fcr imprinting’ stationery, 
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leather goods and Christmas cards. 

Photo shows the machine being used 
in Stanley’s Jewelers, Falls Church, 
Virginia. 

The new Kingsley machine is said 
to apply five to ten times more color 
to the paper than ordinary printing; 
a choice of type faces is available. 


Chicago Printed String Offers 
New ‘Thread-A-Bow’ Ribbon 


Chicago Printed String Co., 2300 
Logan Blvd., Chicago, manufacturer 
of cotton and rayon tying materials, 
is currently introducing a new gift 
ribbon to its line of “Tie-Tie” gift 
wrappings. It retails at $1 per bolt. 

The new ribbon, shown in the photo, 
is the Tie-Tie “Thread-A-Bow,” a 
rayon Satintone gift tie which is 
perforated to make it easier to tie 
bows. By threading a narrow strip 


of Satintone through the perforations 
in the ribbon, a knot gathers the 
loops together, automatically forming 
a bow. 

Each Thread-A-Bow bolt contains 
765 feet of %” Satintone, which makes 
nine or more finished bows. The new 
ribbon is boxed in a tiered gold-foil 
counter display for impulse sales; 
each display carton contains 24 bolts 
of either red, green, gold or white, 
or an assortment. Minimum order is 
two dozen bolts at $12. Special mats 
are available for promoting the new 
gift tie locally. 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED” —-Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 


tional words 25 cents per word. 


“HELP WANTED” —"LINES WANTED"—and “SIDE LINES" —Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words. 


© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 


® No Agency Commission. 


In answering Box Numbers address envelope 


® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five ae, that is, “Address #153, 
care of J CK 


“Box —,"” care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA 
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WATCHMAKER, A-1 retall experience, 
desires position for summer months: 
50, married excelient references. Ad- 
dress “M., 2016,” care of JC-K. 


—-- _- 


TOP designer; back from Paris; experi- 
enced diamond and costume jewelry, 
technical and model experience, desires 
connection New York City firm. Ad- 
dress 168," care of JC-K 


ee 


WATCHMAKBER, who does fine work, 
seeks position where fine workmanship 
ls required; over 25 years of expert. 
ence ; excellent reference Address “S., 
1899," care of JC-K. 


WATCHMAKER; 19 years’ experience; 
finest references ; 40 years old: married: 
go anywhere; salary or commission; 
former employer gone out of business. 
Address “B., 1822," care of JC-K 


FOREMOST jewelry box representative 
selling retailers, wholesalers, import- 
ers, manufacturers; salary, expense 
plus commission; territory open. Ad- 
dress “S., 17%,” care of JC-K 


~_.-- 


DEPARTMENT atore executive buyer, 
manager, diamonds and better jewelry 
will consider desirable opening; now 
employed. Address “V., 2001," care of 
JC-K 


”_: 


MANAGER: knows all phases; take com- 
plete charge from A to Z; a top man 
with excellent references; prefer Oklia- 
homa, Texas. Address “R., 1957," care 
of JC-K 


CONTROLLER, retail instaiment chain 
background, well versed merchandise 
and expense control know-how, store 
audita, systems, credit and collections 
Addreas “B.. 1993." eare of JC-K. 





ESTABLISHED salesman covering south- 
western estates desires to represent 
clock importer or manufacturer; please 
send our catalogue for inepection 
P. ©. Box $77, Phoenix, Arizona 


MANAGER available Buffalo, N. . 
area ; credit jewelry top salesman, with 
collection, sales promotion and adver- 
tising experience; last position 5 years. 
Address “F., 1959," care of JC-K 


MANAGER, 36, married, complete know!- 
edge all phases credit jewelry, doing 
50,000 volume, desires permanent asso- 
clation with future, New York State 
Address “H., 2012," care of JC-K 


YOUNG woman, age 34, desires watch 
repairing position with experienced re- 
pairman in East; has completed 21.- 
month course. Address “G., 1960," care 
of JC. 


MANAGER salesman ; 
perienced in all yhasesn of credit 
jewelry business, desires connection 
with progressive growing concern or 
chain. Address “J., 2000," care of JC-K 


thoroughly ex- 


ALIVE bookkeeper, typist: unexcellied all 
phases; 11 years’ experience NCR 13000; 
attractive, ambitious, adaptable, $45.00 
weekly or consider part time basis. Ad 
dress “169,” care of JC-K 


SALESMAN, Miami resident, desires es- 
tablished known line for this arsca metal 
watch attachments, costume good, 
watches, ete following among jobbers, 
retailers. Address “V., 1997," care of 
JC-K 


DIAMOND aseorter, varied experience, 
expertiy sorte, selecta and mounts 
rings references: versatile, adaptable 
to buying, desires connection with 
jewelry concern. Address “170,” care 
of JC-K. 








ne ——e ees pee mewn = ee a 


roR May, 1956 





a 








WATCHMAKER, salesman, chronograph 


expert, B.T.5 graduate; clock and 

jewelry repairman; 25 years expert- 

ence: honest, reliable, sober; beat of 

references. Address “D., 1977," care of 
C.K 


WATCHMAKER, age 27, 12 years’ experi- 
ence, employed with a big store in Can- 
ada, wants to move to United States; 
state wages. Address Watchmaker, 216 
St. Mary's Ave., Ste 4, Winnipeg, Mant- 
toba 


window dresser, 
diamond merchandiser Binghamton, 
Albany, Troy, Schenectady, Syracuse, 
tochester or Buffalo: middle age; high. 
est unquestionable reference Addreers 
“S 98025." care of JC-K 


GENUINE 


salesman, 


AGGRESSIVE diamond salesman, colored 
stone and silver expert thoroughly 
trained in all phases of jewelry store 
management, certified gemologist, reg 
istered jeweler, Amertean tiem Boctety 
Lddressa “H., 1998." eare of JC-RK 


SALESMANAGER, bayer and stylist; 
national following with important 
buyers; complete knowledge of 
Swiss watch business; wants connec- 
tion with reputable firm. Address 
“T., 1995,”" care of JC-K. 


WATCHMAKER, German, firet clase man, 
age 38, married, wishes permanent 
position in high grade store in New 
Jersey, New York or Connecticut; 12 
years’ experience in all fine and com- 
plicated watches. Address “K., 1996,” 
care of JC 


FORMER weet coast manager of watch 
company over 20 years’ sales experience 
with watch manufacturer and diamond 
wholesaler: seeking sales position with 
watch company or diamond ring manu- 
facturer: San Francisco preferred. Ad- 
dress “L,., 2029." care of JC-K 


CERTIFIED watchmaker, experienced, 
age 37, married, desires permanent potl- 
tion with reliable jewelry store with 
good working conditions only inter- 
ested in quality work; can give refer- 
ences south or Mm uthwest Address 
“A. 2006." care of JIC-K 


MIDWEST locations, capable, all round 
watchmaker, jeweler, stone setter ; lowa 
license, Bradley trained, certified, sales 
ability, 10 years’ experience; desire to 
buy into estore or secure permanent 
position; will consider stores for sale, 
Address “TD., 20156," care of JC-K 


ENGRAVER, experienced and highly effi- 
clent in all branches, desires perma- 
nent position with jewelry or depart. 
ment store or manufacturer; prefer to 
locate in southern California or Art- 
zona : beat of references. Address “W., 
1877,” care of JC-K 


SWISS watchmaker, 18% years experience, 
top European and American references, 
fluent English, French and Cerman, 
speciaity complicated watches; capa- 
ble managing: Address Apt. 4, 4509 
Hanner Drive, North Long Beach, Call- 
fornia 


WATCHMAKER, age 43, capable 
seasoned; excellent references con- 
cerning ability, integrity and indus- 
try: relocate immediately in sore 
or shop offering permanent promis- 
ing connection, Address “A., 2008,” 
care of Jt-K. 


YOUNG man, 35, desires position of saies 
or adminietrative eapacity New York 
arena fifteen years experience all 
phases jewelry business, wholesale and 
retail, intensified diamond knowledge; 
excellent appearance, references, dGe- 
pendable. Address “S., 2023," care of 
JOCK 


(Continued on page 17%) 
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SITUATIONS WANTED—4 ontinued 


GEUMAN clockmaker, 22 yeare old, sin- 
gie, if @ repairer, regulator adjuster : 
inree years in a epecial school in the 
tiack Forest, with good erades, com- 
piicated clockwork ; can speak Englieh 
seeks position im a good clock factory 
in the United States Address W 
197%,” enre of JC-K 


[AJR ANGELES; tneomparable retail ex- 
perience, saies building record with top 
New York and California independent, 
cnain, major department stores, buying, 
promotion, managerial, diamonds, 
watches, jewelry. Charl liynes, 457 
mouth Bonnie Hrae; Telephon DUnkirk 
0060, Apartment 411 


WATCHMAKER, desires permanent post- 

tion with highest type jewelry store: 
iMigin graduate, 
of 
2 


40 years 
excellent mechanic, all makes ‘ 
watche front man and salesman ] 
years iff present portion finest refer- 
ences go anywhere Address ‘“H.., 
1962." care of JIC-K 


experience, 


WATCHMAKER. desires onange to weat 
comet or Alaska; age 25: Hradley grad- 
uate, experienced in watch and jewelry 
repair, stone setting, typing: presently 
im enarge of all repairs conscientious 
and reliable Avaliable any time after 
june let Write Jack Sorri, 102 Gas- 
tineau Ave Juneau, Alaska 


SALESMAN; excellent background and 
sales record; twenty-three years sue- 
cessful selling in the east with cash 
and credit retail jewelers; inter- 
ested in top watch or diamond jew- 
elry line; earnings high five figures; 
finest references. Address “K., 


2028,” care of JC-K. 


ACCOUNTANT, age 43, business ad- 
ministration degree; retailing and 
small business background; quali- 
fied financial and tax matters, unit 
or doilar inventory control for de- 
partmental open to buy, turnover, 
and monthly statement preparation. 


Address “A., 2007," care of JC-K. 


ENGRAVER, with present firm for past 
i’, years, Wishes to make a change : 
ten years experience, high clase work. 
manehip, with heat of references; 37 
years of age, family man Also have 
knowledge of repairing and setting: 
preter southern location but will eon.- 
eider all: retail store only. Address 
2004, care of IC-K 


JOREPH HUNT, mature, single. veteran. 
honorable, expert diamond man. includ 
ne practical diamond cutting and sales 
experience, desires connection with fine 
diamond jeweiry firm, ase diamond de 
partment manager at $75.00 minimum 
for a fiveelay week Willing to relo- 
cat or travel i665 Whitehall Road 
Aibany, N. ¥ | 


DIAMOND expert experienced in  gset- 
‘ig Up Systeme of assorted gooda in 
single, full and faney cut diamonda, 
seeks position with organization that 
oan use & man who can take charge 
of diamond department, help buy, pick 
for mountings, fll orders: excellent ref. 
erencer Address S.. iZ.” eare of 
i’ KK 


MING: girl production buyer nales 
woman experienced in production of 
wedding rings and ladies ring mount- 
ings, buying of ladies solitaire and 
wedding ring mountings. merchandia 
ing, all faceta of rings, eneraving. set 
ting, ets all office routine, salesman. 
ship can handie order from ineep- 
tion to finished product. Address “167 
care of Ji eK 


MANAGER salesman: 26 years old, mar 
ried, nine years intensive experience 
with top credit jewelry store chain, 
knowledge all phases credit jeweiry 
store operation, sales, credits, collec- 
tions, window trim, merchandising, pert 
sonnel supervision; available in April 
will relocate; presently employed in 
southeastern state. Address “K., 1942," 
care of JC-K 


YOUNG man, 35, good health, family 
thorough knowledge diamonds, watches, 
jewelry, etc.; last ten years same store, 
last 4h as manager: am watchmaker, 
do light jeweiry repair: prefer selling 
excellent references: desire to become 
associated with first clase store offer- 
ing permanent substantial position 
resentiy employed in midwest, prefer 
fan Diego area: consider other. Ad- 
dress “G., 1966," care of JC-K 


JEWELER. diamond setter, master 
repairman, 37 years’ experience; 
presently operating own shop in 
Michigan, desires change to milder 
climate; prefer southwest; will con- 
sider moving trade shop equipment 
to community that has need of one; 
am well rated and willing to furnish 
bank or other references that will 
stand rigid investication, Address 
“P.. 2014.” eare of JC-K. 


GEMOLOGIST,. graduate of G.LA., retall 
jewelry salesman, 7 years’ experience 
45. family man, moving to Philadelphia 
June 5. to be near widowed mother 
best character references assistant 
manager: diversified experience, buyer 
display, repair, special order estimator 
thorough knowledge diamonds gem- 
etones: own gemological inetruments 
seeks permanent position tn fine retall 
store. Norbert Bailey, 20 8. Broadway 
New Ulm, Minnesota 


AVAILABLE, a mature gentieman, ex- 
ceptionally well qualified to assume the 
responsibilities of manager or assistant 
manager to the owner or retiring 
owner of reputable jewelry store, larg: 
or emall: personable, finest of refer 
ences : complete tewelry store operating 
experience: quality jewelry store ex- 
perience only, with a program of pro 
gressive competition: the ealary te not 
important, the challenge is wert or 
southwest location preferred last 1? 
years Vice-president and merchandising 
director in charge of buying and sales 
specializing in quality teweiry§ store 
merchandise of distinction, fine dia 
monds and precious stones, commission 
orders jewelry and watch service: for 
personal interview or additional Infor 
mation write or wire Address “Ss 
1942." care of JC-K 


sneeeeenmamm cme me me 
Lines Wanted 


t- 


LIVE wire ealeeman now calling on r 
tall jeweler in southern California 
wants outetanding side tine Address 
“s 1980," care of JC-K 


PRESTIGE diamond ring line wanted 
every area within 200 milee N.Y.C 
unique merchandising innovation merits 
your immediate attention Address 
“Ss 1860." care of JIC-K 


WEST coaat want top line costume 
jewelry: exp. man, age 45, now em- 
ployed handie one tine only finest 
references, Address “F., 1954," care of 
JOCK 


SALESMAN now with top rhinestone 
jewelry store for 10 years wants addi 
tional emall non-conflicting side = tine 
for Michigan: have 700 retall accounts 
Address “lL... 1956." care of JC-K 


WESTERN factory representative 25 years 
in territory desires fine jewelry, genuine 
stones, cold or platinum or any prestige 
merchandise commission baeis Ad 
dress “L.. 1949." eare of IC-K 


REPRESENTATIVE: excellent clientele, 
all better jewelry stores: travel Texas 
wants fine line to parallel well known 
silver line finest references Address 
“J.. 1991," care of JC-K 


SUCCESSFUL sales organization com- 
plete coveruge interested in manufac- 
turers and importers lines only, to 
larger users prime suppliers only 
commission basis; will finance own way 
Address a * 1983,”’ eare of JC-K 


REPRESENTATIVE, better following, 
travel New York, Connecticut, wants 
manufacturers, importers outstanding 
ime jeweiry novelties, costume, summer 
jewelry : intensive active coverage. Ad- 
dress “G., 78," care of JC-K 


MAN and wife team having entree to best 
rated jewelers and speciality shops in 
Florida desire outstanding line suit- 
able such establishments: sterling silver 
and gold only. Address “W., 1965,” care 
of JC-K 


SALESMAN; southern states: have 
covered jewelers and fine gift shops 
for past 12 years; wants a well 
established line on commission; 
fine jewelry or hollowware preferred. 


Address “R., 2018." care of JC-K. 


ATTENTION all manufacturers of jewelry 
and silverware we are looking “for 
lines as distributors in the Miami area 
please send catalogs, price sheets and 
information Pan-American Wholesale 
Distributors, Inc., 226 N. BE. 2nd Avenue 
Miami, Florida 


GOLD ring manufacturers’ representa- 
tive desires manufacturers line of 
gold crosses, lockets, dises and men’s 
jewelry: interested in Northwestern 
coast states, Denver west, strictly 
commission bhasis. Address, “R.. 


1941.” care of JC-K. 


COVERING 10 southeastern estates open 
to non-conflicting quality line on stral chit 
commission: now represent seventy-five 
year old company of highest characte 
manufacturing mountings and diamond 
rings; over “0 years experience rete 
ence will please most discriminating 
companies. Addresa “S., 2056 eare of 
1c’ 


ESTARLISHED line wanted by man of 
many years’ experience in loore dia 
monds, jewelry, watches, rings, etc., for 
San Francisco and northern California 
have nice following amongst better r 
tall jewelers prefer good but short 
line: commission basis. M. Sommerfeld 
790 22nd Avenue, San Francisco, (Cali 
fornia 


Side Lines 


SALESMEN, retal!l department store con 
tacts for growing 14K charm !ine; al 
territorles Capitol Watch Case, 5234 
Tenth Street, Union City, New Jersey 


SALESMAN wanted: offering diamond 
line to salesman who carries allied 
line excellent opportunity for right 
man. Address “A.. 1950," care of JC-K 


SALESMEN wanted to carry line of fra- 
ternal gift items: state experience and 
territory now covering good commis 
sion. Write to Wharton Mfg. Co., 2012 
Wharton St... Philadelphia, Pa 


CHARM bracelet, ret. 1.00. attractive side 
line: exp. representative wanted with 
department, gift and jewelry store, algo 
huying office following; high comm. Ad- 
dress “D., 1944," care of JC-K 


Tue JeweLers’ CIRCULAR-KEYSTONE 














IMPORTER of fast selling, non-competi- 
tive line of costume jewelry seeks sales- 
rie choice territories open commis- 
sion Dasis State expericnces, references 
Address “l., 2011,” care of JC-K 


SALESMAN wanted to carry unusual! im- 
ported bangle bracelets. one with estab- 
lished accounts in specialty and gift 
stores, state territory, experience, com 
mission Address ‘166. eare of JIC-K 


MANUFACTURER of an outstanding and 
extensive line of emal!l and larwe 14K 


movable charms seeks representation on 
West coast priced right for quantity 
use! \ddress “M.. Los] care of 
J(-K 


EXPERIENCED salesman for compact 
outstanding gold wedding ring line: we 
have national followtnge from annual 
country wide catalogue distribution 
many territories open including Chicago 
area Address "“K., 1958." care of JC-K 


JEWELEY salesman, well known ladies’ 
ring line with large following of whole- 
saiers is avallable for good man “for 
New York and seurrounding area: draw 
ing against commission Address “W.. 
1915," care of JC-K 


AVAILAHLE for southern salesman, 
short diamond set ladies’ gold ring line, 
diamond set watch cases and attach- 
ments good man can draw against 
commission Address W 1916.” care 
of JC-K 


SALESMAN wanted to carry smal! sid: 
line of nationaliv advertised watch at 
‘tachments, all territories open; liberal 
commission all replies held in trict 
est confidence Address ly 1oou care 
of JC-K 


SALESMEN wanted. to earry a tine of 


ladies and gents stone rings in 10K 
and 14K gold to the jobber and iare 

chain stores commission basis: man 
for (hicagso, also man for Pacific const 
Address 4 1922." care of JC-K 


WELL. established manufacturer of gold 
plated, silver and gold filled high quai 
ity mens jewelry Wishes to contact a 
National Sales organization to call on 
haberdasher trad: Adare "Mi Lon 

C 


care of J ‘ 


SALESMEN interested in carrying com- 
plete et part ot Coemturiie ieweiry and 


religious goods jobbet line in (Central 
and Northern California, contact Lenco 
Jewelry. Ine.. in W ith st La An 


gweies. ('altif 


SALESMAN; manufacturer wants 
salesman with retail following to 
carry side line of fine costume jew- 
elry commission basis; territory 
open. Address “W., 1984,” care of 
Jc-k, 


SALESMAN with following for the mid- 
west to represent manufacturer of one 


of the finest lines of I4kK gold ring 
mountings and fancy ring including 
semi-rmounted if desired drawing al 
lowed to the right man \ddress “Rh 
lviw care of (*~ 


SALICSMIELN wanted to represent manu- 
facturers of outstanding popular priced 
ine Of iadies white gold watch cases 
and attachmenta for diamonda either 
ea st oT Wert Const territory COMmimis- 
sion basis: write giving details. Address 
ae ty care of J(-K 


SALESMAN with following to carry 
an additional line of established 
manufacturers emblem jewelry in 
states of Maryland, Virginia, North 
& South Carolina and Georgia. Gran 
and Company, iIne., 546 South 
Meridian Street, Indianapolis, Ind. 
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SALESMEN, with good retail following 
to sell ladies and men's birthaetone 
rings, diamond dinner rings, crosses, 
cuff links and tie holders in 10K and 
14K gold: state territory you are cov- 
ering and references: drawing againat 
commission Address “C.. 1940 care 
of JC-K 


ALESMAN with following among well 
rated stores, outside of New England, 
and now carrying a non-conflicting line, 
to carry complete line of men's and 
ladies’ stone rings, mountings, wedding 
ringe and diamond rings; 12% commis- 
sion basis. Bell & Bell Co., 333 Waenh 
ington St., Boston, Mass 


‘? 


SALESMEN with following among Det- 
ter gift, jewelry and department stores, 
for side line of fine tine of popular 
priced sterling photoframes and ater 
ling giftwear: both good selling an: 
re-order items; state expertence and 
territory covered Address “R., 1982, 

care of JC-K 








Help Wanted 


WANTED, two A-l watchmakers per 
centage basis only. Addreas ‘T 1460 
care of JC-K 


WANTED: A-1 jeweler, who can repair 
and set stones. Address ‘'\ 1461 care 
of JC-K 


DIAMOND assorter, femal experienced 
good salary Rothman & Hilock, Ine 
22 Weat 48th St... New York City 


SALESMAN wanted for Greater New 
York and one for west coast, all estab 
lished territory Address “Gi 2030 
care of JC-K 


WATCHMAKER wanted, for summer sea 
Son) June te (jetober Lat Sawyer a 
Jewelry Store, 99 Main &t tar time 
bor, Maine 


EXPERIENCED salesmen wanted (for 
many good territories; give complete 
details first letter Address Apex As 
cessories, Greenwich, Connecticut 


JEWELER with practical experienc 
alieo on setting state experience, age 
and where in the past employed. Ad 
dress “S., 1969." care of JC-h 


WATCHMAKER: combination man. ablie 
to do hand engraving, light jewelry 
work, ets help around the store corns 
clock work fjozgeman Jewelry {Oo 
fozeman, Montana 


BOOKKEEBRPER, full charge, credit ¢«% 
perience desirable and experience with 
watch tmporter preferred, but not essen 
tial liberal compensation to right 
party. Address “F., 19486," care of J(’-K 


WATCHMAKER, eastern shore of Mary 
land, good working conditions in mod 
ern equipped shop; estate age, exper! 
ence, salary expected in first ietter Aad 
dress “D., 2024," care of JC 


SALESMEN wanted for well established 
manufacturer of gold plated sliver and 
gold filled high quality men's jewelry 
south and weet coast territories open 
Address “M 1964." care of Jt(’-K 


JEWELER with fifteen or twenty year 
experience who is able to manage a 
emall shop: fine opportunity for a man 
with ability write in detail Address 
“SS 1992." care of JIC-K 


FIRST clase watchmaker, must he fine 
mechanic: good working conditions, at 
tractive salary give full reference 
salary expected, ete Jonn Hierfort 
Masterwatchmaker, Hosenberg, Texas 


STORE manager for new small type stor 
being opened in Ohio; can be manager 
co-owned ; salary and share in profits 

experience only considered Address 

“?h’., 1862," care of JC-K 


SALESMAN to represent well known 
mfr. of sterling hollowware and nov- 
elties; Fast turnover; catalogue; 
commission basis. Address “FE... 


1901.” eare of JC-K. 


SALESMAN to represent manufacturer 
of fine top tine of stone rings to the 
retatl trade: in the south ineluding 
Texas and Oklahoma no objection to 
non-confileting line Address “R., 1962 
care of JIC In 


WATUCHMAKER experienced tive day 
week | idea! working conditiona in 
Northern Ohio city permanent job 
state age, experience, ealary expected 
in firet letter Address “H.. 
of JC-K 


aL " 
Pd >. i 


WANT men or women with full know! 
edge in eredit and ecollectiona retail 
jewelry department muet have good 
references permanent for tolorade 
state qualifications and ealary Ad 
dress “*W 1990." care of J(’-K 


SALESMAN Aggressive experienced § in 
all phases of retail cash, credit store 
operation permanent, good opportunity 
for man of initiative state quatlificn 


tions and salary New York City Ad 
dresses “K 2017." ecnre of JIC -K 


EXCLUSIVE ladies boxed jewelry tine 
available July tat beautifully boxed 
priced right: commission 12%; all terr! 
tories open except N.C. and &. CC. Write 
Ss «A i Distributors 225 Weet th 
Street, (Charlotte 2, N. © 


S“ALEBRMAN with following to represent 
long established wholesaler with top 
jewelry, silver and clock lines, in south 


Jersey Mastern Shore and adjoining 
territory; reply in confidence Address 
“BR 1967,” eare of JU-K 


SALEBMICN experienced in watches, dia 
monds and all phases of retall credit 
ator permanent for middie west and 
(‘olorado must have good references 
tate qualifications and salary Ad 
dress “W.. 1089 care of IC-K 


MANACGEK salesman to operate long 
tablished fine jewelry store within 76 
miles of New York: excellent opportu 
nity for subetantial earnings by realig- 
ing potential of store write in detail 
to “FF 1951 care of Jt’ K 


SALESMAN, for southwest; best known 
and most comprehensive line of 
searalh jewelry, dise jewelry, identi- 
fication bracelets and money clips; 
drawing account. Admark, 714 
Sansom “t., Phila. 6, Penna, 


WATCH alesmen territories open for 
men with sales experience and good 
following amonget retail jewelers draw 
ing against commineion all replies will 


rv held ini strictest confidence f reton 
Watch Co I ree 404 Fourth Avertie 
New York 16. N. ¥ 


ASSISTANT manager for modern 
eredit store in Cortland, N. Y.¢ 35 
miles south of Syracuse: must be 
experienced and desire opportunity 
for advancement; write in confi- 
dence to BE. Freed, Alpert’s jewelers, 
Elmira, “. Y. 


(Continued on page 180) 
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BUYER for nationally known ring 
house, who has expert knowledge 
of diamonds and how to mount them 
for sale to retailers; state qualifica- 
tions and salary expected; all re- 
plies in strict confidence, Address 


“S.. 1987.” eare of JC-K. 


TWO napeenennes salesmen for south- 
east nited States and Canada; 
manufacturer of popular priced 
well established line of watch at- 
tachments, bracelets, bracelet watch 
cases, enuff links, ete. Address “R.. 
2026.”" eare of JC-K. 


WANTED; Managers; make $15,000 
per year or more; must have com- 
plete eredit operation experience; 
immediate openings in several west- 
ern cities; please furnish complete 
references. Address “M.. 1994,” 
care of JC-K. 


PROMINENT watch company looking 
for representative for lowa-Nebraska 
territory; excellent potential, per- 
manent position for man who wants 
to make this his life’s work: resi- 
dence in territory essential. Ad- 
dress “L., 1988." eare of JC-K. 


JEWELER we have an opening for a 
firet classe mechanic on platinum and 
gold who ean take charge of other 
men: one with twenty or more years 
experience; fine opportunity for a man 
with ability; a fine shop and nice city: 
give information in detail. Address “R 
1068." care of JC-K 


SALESMAN, America’s finest best 
known line of scarab jewelry, dise 
jewelry and money clips; New 
Jersey, New York City, Philadel- 
phia, Baltimore and Washington; 
established accounts; drawing. Ad- 
mark, 714 Sansom St., Phila. 6, 
Penna, 


MANAGER to assist owner of well estab- 
lished jewelry store subetantially credit 
operation located in industrial city of 
136,000 population, near Chicago; a 
young man, resourceful and promo- 
tional minded with window trimming 
talent partnership an eventuality; 
state age and ealary desired. Address 
"K.. 1976." eare of JC-K 


SALESMAN for nationally known ring 
house; diamonds and colored 
stones; to succeed partner who has 
retired after 36 years; in territory 
of Michigan, Indiana and Ohio; 
drawing against commissions; reply 
in confidence. M. H. Shiman Co., 
Inc... 48 W. 48th St.. New York 36, 
N. Y, 


$8,000 te $10,000 annually is waiting 
here for a man who is thoroughly 
qualified to manage ~~ volume 


store in northern New York State 
and assist in the operation of 4 
others; yeur knowledge of the credit 
jewelry business must be mg 
Write in confidence to “A,., 1948,” 
eare of JC-K. 











WATCHMAKFERS and department mar, 
agers; openings in leased watch and 
jeweiry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions ; 
excellent working conditions ; high pay ; 
state age, experience. People’s Watch 
Repair Company, 120 Summit St, 
Toledo, Ohio 


WANTED: Ass't credit manager; large 
New York manufacturer wants man, 
30-35, who has had credit experi- 
ence in jewelry manufacturing or 
wholesale jewelry fields; should 
have some accounting background 
and should be sales-minded; an un- 
usual opportunity for the right 
man. Address “K., 1971,” care of 
JC-K. 


SALESBMEN wanted; a well established 
large manufacturer of a popular priced 
line of sliver plated hollowware is look 
ing for good representation for the mid 
die western estates; also for the entire 
west coast territory; drawing account 
or straight commission basis; no objec- 
tion to one or two eide lines: ours is a 
major tine have well established ac 
counts Address “l,., 2031,” care of 
JOCK 


SALIEBMEN; nationally known diamond 
ring house adding to our sales orgruani- 
zation; have open territories New Kng- 
land estates, south and middle west: 
men with established retail jewelry 
store following need apply; 410,000 
drawing account against commission : 
wive retail antecedents in first letter; 
our men know of this ad: all informa- 
tion kept in estrict confidence. Address 
"R.. 1946." care of JC-K 


SALESMAN, for southeast territory: we 
need a man with punch, ambition, imag 
ination and enthusiasm : this is the most 
outstanding gold ring line in the coun 
try; our slogan, Everything in Ringe 
we have window displays, merchandis- 
ing plans, mats, price tags and full co 
operation for volume selling: this ie« 
your golden opportunity to join forces 
with the fastest growing ring firm in 
America. K. Polishook & Son Corp., 216 
EE. 45th 8t., New York City. 


GENERAL Manager, thoroughly ac- 
quainted with all phases of produc- 
tion and merchandising, able ad- 
ministrator, required by New York 
manufacturer of diamond rings; 
extraordinary opportunity for a 
highly experienced and capable ex- 
ecutive who is interested in better- 
ing his position; please give full 
resumé in firet letter, strict confi- 
dence assured, Address “G., 2021,” 
eare JC-K, 


WATCH SALESMEN experienced hav- 
ing called on fine jeweler with watch 
or kindred line; have superior qual- 
ity watch made in our own Swiss 
factory, distributed under unique 
plan accepted with enthusiasm by 
class jeweler; substantial drawing 
against liberal commission; oppor- 
tunity to grow with progressive ex- 
panding organization; replies con- 
fidential; our men aware of this ad. 
Address, “F., 115,"" care JC-K. 


SALESMEN wanted; a well established 
large manufacturer of a popular priced 
line of ailver plated hollowware is look- 
ing for good representation for New 
England territory, State of Penna. and 
New York State, except Greater New 
York City: also for southeastern and 
southwestern territory; drawing ac- 
count or etraight commission basis; no 
objection to one or two short side lines; 
ours is a major line: have well estab- 
lished accounts. Address “L., 2019," 
eare of JIC -K. 
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WE'RE looking for 8 young ambitious 
men with a knowledge in instal- 
ment jewelry to become assistant 
managers in our chain for training 
to run a store of his own in the 
near future; your training will be 
in Atlanta, Savannah or Columbia, 
S. C.; we are now operating a chain 
of 26 stores; give complete infor- 
mation in first letter, stating age, 
salary now making, ete., to Stanley 
K. Friedman, 37 Peachtree St., NE, 
Atlanta, Ga. 


SALES Representative; an unusual op- 
portunity to represent the new and 
strikingly beautiful Miraj doubly- 
refracting jewels in an exclusive 
line of exquisite sterling mountings; 
requires high type, intelligent rep- 
resentative and acquaintance with 
better retail jewelers and depart- 
ment stores; east coast including 
New York City; also midwest. Ad- 
dress Philip Boone, President, Miraj 
Exelusives, 15 Fenwick Road, Win- 
chester, Mass. 


SWELRY saleaemen, retail following, sel! 
Vari-ciem, one of the hottest ideas 
jewelry store merchandise it is the 
only gold stone ring line where retailer 
himeeif can interchange and securely 
reset a variety of birthstones and onyx 
stones in a Vari-Gem ring in 60 sec- 
onds: compact line, excellent commis- 
sion: territories open: Michigan, North- 
ern Ohio, Maryland, Washington, D. C., 
Virginia, southern half of West Vir 
ginia and New FPingland area; protected 
territories; supply references and ex- 
perience confidential David Pfeffer 
("o Ire 106 Fulton S8t.. New York, 
N ¥ 


REPRESENTATIVE wanted; oppor- 
tunity for right man with nationally 
known watch house working only 
with franchised retail jewelers; com- 

lete quality line, all with original 
mee balance wheel and other 
exclusive selling features; many 
established accounts; man must be 
enthusiastic and anxious to work; 
full company cooperation with eye 
to building enthusiastic dealers; 
states open Ohio, West Virginia, 
Virginia, Kentucky, Tennessee; in- 
terested in permanent men only; 
draw against commission; give full 
details including experience, age, 
family and references in first let- 
ter; references not contacted with- 
out your permission, Wyler Watch 
Corporation, 131 E. 23rd St., New 
York 10, N. Y. 


For Sale 


Steres, Stocks and Businesses 


————— 


SMALL jewelry store for sale; 25 years 


established: low, low price, $5.90 and 
up. J. Kiein, 763 Seneca Ave., Brooklyn 
37, N. Y. 


retail store, northern Penn- 
syivania modern front, modern fix 
tures, top iines, best location, $15,000 
Address “M., 1972," care of JC-K 


FOR Sale 


FOR Sale: due to owner's death, modern 
jewelry store, good trade and repairs 
same locatior 25 years sacrifice 
Cohn's, 25 East Main St., Danvilie, 
Lilinois 
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JEWELRY store for sale; county seat; 
population 15,000: established 10 years; 
located on the square; leaving due to 
death in family Address “G., 1955," 
care of JC-K. 


FOR sale; well established credit jew- 
elry store; fine reputation; 100% 
location; excellent opportunity in 
Asheville, North Carolina. Address 
“L., 1947,” eare of JC-K. 


WELL established jewelry store in sub- 
urb of large eastern city; well set up 
repair dept wonderful opportunity for 
ambitious man; must sell because of 
heart condition Address “N., 19465,” 
care of JC-K 


ONLY jewelry store in east central Mis- 
sourl town of 3,000; lively business and 
repairs, clean stock, modern fixtures, 


inventory $8500 
best offer takes 
eare of JC-K 


established reputation ; 
Address “W 2033.” 


JEWELRY store with camera department 
in fastest growing Florida city: all na- 
tionally advertised brands, excellent re- 


pair business, good location Jonn WN 
McClung, 660 Fifth Avenue, Naples, 
Florida 

FOR Sale; established jewelry store, lo- 


cated in downtown Dallas, Texas; new 
modern bullding in choice iocation; fix- 


tures and inventory $20,000.00, for 
quick sale $13,500.00 Address “K., 
1970." care of JC-K 


NORTHERN New York modern credit 
jewelry store established 20 years 
great potential with St. Lawrence sea- 
way no inventory, excellent location 
and lease: have good reason to sell 
Address “F., 1752," care JC-K 

ESTABLISHED instalment jewelry store 
near General Motors biggest body and 
Chevrolet assembly plant: will sell all 
or one-half interest to capable man- 


ager: part cash; balance can be paid 
from profits. Address 1863," care 

of JC-K 
FLORIDA credit jeweler, county seat, 
population over 6,000, modern fixtures, 
clean stock, leading iines, iow inven- 
tory at present, good lease, low rental, 
finest location, plenty of ré pail reason 
for selling, owner deceased - under 
Address “(.. 1963 eare of 


£15.000 


JC-K 


JEWELRY and gift shop in central 


New England ; finest iines of silver, 


erystal and china, greeting cards 
and watch repair departments; 
100% location in city with shop- 


ping area of 65,000; owner wishes 


to retire. Address “S., 2005.” care 
of JC-K. 

JEWELERY store, established 1886 and 
has been in same family since; clean, 


modern and up to date, grossing $20,000 
annually with good watch repair busl- 
priced to sell immediately; in- 
formation and free pictures mailed, ne 


ners - 


obligation whatseever on your part 
(*-6152 Continental, 804 Grand, Kansaa 
City, Missourt 

WISH to retire; retail jewelry, optical 
department: store 25x70, established 


over 30 years, excellent repair business, 
all mahogany fixtures, two large safes, 


proprietor owns bullding and will give 
good lease or sell complete: near New 
York City: business 15,000, bullding 
$25,000 ; 


building has income of $6,000 
Address “W., 2034." care of JC-K 


ror May, 1956 
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STOCK and modern fixtures of long es 
tablished reputable jewelry firm, known 


widely in northern California and San 
Francisco Bay area for quality dia- 
monds, watches and high grade lines, 


must be sold; complete records of last 


10 years show average yearly grossa 
$105,884.82: name and good will, ac- 
counts receivable if desired: an exce!l- 


lent opportunity for acquiring complete 
business setup at a ridiculously low fig 
ure. Addreas “M., 1985," care of JC-k 


POR Sale; cash and credit jewelry store 
in eastern Pennsylvania city, 65 miles 
from Philadelphia; equipped with air 
conditioning and new biond fixtures: 
fine location, modest rental and long 
lease; wonderful diversified industria! 
area; sales can be brought up to 
own figures by proper promotion : 
done up to $75,000 in recent previous 
years; selling very reluctantly due to 
age and prolonged severe ilinesses; ap- 
proximately $25,000 to $30,000 for com 


plete stock, fixtures and accounts re 
ceivable; worth thousands more; will 
consider active partner to whom com 


plete 
dress 


managership will be given. Ad 
“P., 2035," care of JC-K 





For Sale 


Teols, Equipments 


COMPLETE Jelenko gold casting outfit 
will sacrifice call PLaga 43-6170 in 
New York City or address “K., 2003, 


care of JC-K 


COMPLETE Jelrus Centrifugal casting 
equipment, lost wax method, practically 


unused; will sacrifice because we are 
not using this equipment and need the 
space. The Green Co., Ine., 1710 Wal 
nut St.. Kansas City, Mo 


JEWELERS, spend $12.95 for display at 
traction; turntable flashlight batteries 
operated; each running time more than 
1000 hours: carries six ibs no wirine : 
write for free brochure Address “tH 
2027," care of J C-K 


EZY-REDE magnifiers and readers 
offer you fine extra sales and profits 
to your trade; why not send for our 
new 1956 complete magnifier cat- 
alog today. Apex Specialties Co., 
Providence 4, R. I, 








Business Opportunities 


EVERY EFFORT t@ made by The Jewel- 
ere’ Ctreular-Keysatone to keep tts ad 
vertising columnea clean Adverttsers 
under Business Opportunities, etc., muat 
furnish trade references Announce- 
menta muaet pasa the atrict censorahip 
requirements of The Jewelers’ Circular 
Keystone 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


JEWELRY — China — Objects D’art; 
Auction service. See page ; 
Thomas J. Faussett, Howell, Mich. 

ANTHONY J. GRECORR, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
eago 26, Ill. 


IF YOU wish to liquidate, retire or sell 
for spot cash, write, wire or phone 
Gordon Sales, Inc., 83-85 Cornhill, 
Boston, Mass. Tel. Lafayette 3-84135. 








WiLL purchase for spot cash an estab- 
lished retall jewelry store with volume 
$100,000 to 250,000 location tmmate- 


rial; strictest confidence assured Ad.- 
so K 


dreas “G., 1974," care of JC- 


WANTED: the right man for buying into 
a well established fine jewelry store in 
good New England city; retail expert- 
ence and $10,000 essential Address 

’.. 1979." care of JC-RK 


RAISE cash immediately through «a 
dignified auction sale, Colmes & 
Brill, auctioneers and appraisers, 
45 W. 45th St., New York; see our 
display ad page 155. 


SAMUEL [SOW pays highest cash price 
for complete jewelry stores or surplus 
tock: get my offer before selling, it is 


to your advantage bank and trade 

references. Write 64 Lispenard St., New 

York. Telephone Canal 6-5245 
COLMES BROS., cash buyers and 


liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 333, 18 Tre- 
mont St.. Boston, Mase. 


CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar write, 
wire or phone R. A. Zanone & Co., 
81 Madison Bldg., Suite 701-2-5, 
Memphis, Tenn, Phone 5-0660. 


SAMUEL GANSBRERG will buy your sur- 
pilus or entire stock and fixtures or 
estates for caah my direet outiet en 
ables me to pay you higher prices; bank 
and trade references of the highest 
character Write, 15-17 Maiden Lane, 
New York. Telephone Hector 2-6925 


AUCTION eale wanted in summer resort, 
if you operate an established jeweiry 
store in & summer resort town, we can 
reduce unwanted estock. gain new cus 
tomers and make subetantial profits 
for you by conducting an ethical au 
tion sale if you preter we will hbuy 
your store complete we can offer hiagh- 
eat references Alvin Freemount, Auc- 


tloneer and Appraiser, 1007 FE. Las Ulae 


Kivd Fort Lauderdaie, Fla 


| AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation, | will take 
stock over as a going or going-out- 
of-business; not interested in any 
credit stores; | have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 


81 W. 47th St... Suite 901, New 
York, N. Y. 
DO you need cash? Examine our 


guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y¥. Telephone PL 7-4695; 
See page 99 for additional details. 


(Continued on page 1%2) 
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Wanted to Punches 


WANTED to buy 
etraight line 
chines Lambert 
94 County Btreet 


ueed and new Field 

engine turning ma- 
Engraving Company, 
Attleboro, Mass 


WANTED: store located in northern In- 
diana or southern Michigan: store to 
grore around $100,000 per year or bet- 
ter Address “T., 2033." eare of JC-K. 


YOUNG jeweler seeks a well established 
Husiiess with opportunity of working 
with man who wishes to sell or retire 
have cash; northwest area preferred 
Address “H., 2013," care of “WK 


WANTED; modern credit jewelry store 
in Mastern states, with good reputa 
tion and nationally branded merchan- 
Cl hme give details in full: etricetly con 
fidential Address “B., 2020," care of 
JC-K 


WANTED to buy: jewelry 
Florida ; cash or credit estore: send full 
particulars including 1954 and 1955 
vhies volume, present inventory and ac- 
counts receivable; state cash selling 
price; all replies confidential. Address 
“J., 2009," care of JC-K 


store in 


- 


$38 WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References; 
Dun & Hradstreet, Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-4-9 Chronicle Bldg., Hous- 


ton, Texas. 


WE pay cash; send us your surplus 
ewelry stock; we will pay the 
ighest possible cash dollar for dia- 
monds, watches, silverware, sera 
gold, or any other jewelry ; el ai i 
edgement of your shipment same 
day by phone; our check to you 
within 24 hours. R, A. Zanone Co., 
hl Madison Bidg., Suite 701-2-5, 
Memphis, Tenn. References; Union 
Planters Bank, Memphis, Teon. 


: 





CASH im; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled serap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 


the Trade 


oe ne 


FINE watch repairing for the trade since 
1925; prompt mall service; work guar- 
anteed; Manhattan Watch Repair Com 
pany, 21 Maiden Lane, New York, N. Y 


BOBTON, Mase expert and guaranteed 
watch repairing; Watchmaster tested 
prompt service; prices on request; mall 
orders invited David Migdal & Co, 
109-B Summer &8t., Tel. Hu 2-9547 


QUALITY watch repairing is our spe- 
clalty; rated concerns find our ser- 
vice most satisfactory; we weleome 
your inquiries. Osear Aron, 62 W. 
47th St., New York, N. Y. 


reasonable: one 
Cleaning $1.50, 


WATCH repairing; 
week's expert service; 
Cleaning balance staff $2.25, cleaning 
main eprings $2.00; all work guaran- 
teed. Precision Watch Repair Co., 817 
Sixth Ave., New York 1, N. ¥ 


FINE wateh repairing for the trade: all 
work guaranteed for 1 year: 3 to 56 
dave service: watchmaster tested: rea- 
sonable prices. A. H. Schierer, Watch 
maker, 101 8. Marion St., Oak Park, 


PRECISION watch repairing: year guar- 
antee, cleaning $1.50: cleaning and 
mainepring $2.00; cleaning and balanee 
staff $2.25; we pay postage. Precision 
Watch Repair Co., 817 Sixth Ave., 
ey ay 


Special Order Work and 
Repairs for the Trade 


DO you want fine hobs? die-cutting, en- 
graving, die-sinking, ornamental, figura- 
tive, fast delivery: special jobs invited 
Rudolph Schoeps, 160 N. Main Street, 

. ¥ 


(seneva, 


ENCRUSTING, engraving, drilling: pre- 
cious, semi-precious stones furnished and 
cut: fraternal emblems encrusted: seals 
engraved : special orders. Harry Braun- 
feild, 108% Fulton 8t., New York City 


To Let 


-—— 


SE 


FOR rent: completely fixtured jewelry 
store, 100% location, Kokomo, indiana 
Address “K., 1961,” care of JC-K 


CHOICE light space available with Chi- 
cago jewelry firm next door Paimer 
House: suitable for diamond setter, 
graver, watch repair or salesmen 's 
resentative office Hart Jewelry 
pany, 27 EF. Monroe Street, Dearborn 


2-1417, 


Miscellaneous 


OFFICE space to share in midtown New 
York City: suitable for diamond setter 
or dealer. PLaza 3-6170 or address “Kk 
2002." care of JC-K 


makers & 
barom- 


NOCULAR repair service, all 
models, including scopes and 
eters: authorized fausch = & Lomb, 
Zeiss, Hensoldt, and Bushnell dealer. 
Tele-optics, 5514 Lawrence, Chicago 4), 
lilinois 


costume 
leading 


metal 
Britain's 


ODELS for white 
jewelry desired by 
manufacturer: regular supply new de- 
sign pina, earrings necklaces and 
bracelets in seta or single pieces wanted 
submit offerings direct to W. A. P., 
Watson Lid Lod: Lane Industrial 
Metate Solihull Warwickshire, kng 
land 





Jewelers’ Circular-Keystone 
Chestnut & S6th Sts 
Philadelphia 39, Pa 


Here is my want-ad 


Please check if box WNo. 





Wanted [) 
Enclosed is Check [) or Money Order [) 


CLASSIFIED ORDER BLANK 


See First Classified Page for Rates G Regulations 


ALL ORDERS: CASH IN ADVANCE 


(Name (Please Write Plainly) 


Street 


State 
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Abrahams, Raymond 

Acon Watch Crown Co 

Airborne Medallion Co 

& Bros Ire 
American Time Producta, In 

Anson, Ine : i44 
Antin’s 

Arch Crown Tag, Inc 

Arien Trophy Co 

Armbrust 


Aisenstein, L.. 


Chain Co 
Aureocle Watch Corp 


Automatic Chain Co 


Baker & Co., Ine 
tall, The, Co 
Ballou, B. A., & Co ine 
larrows, H. F., Co Ine 

J., & Bon 
jaumgold Brothers, Inc 
Beattie Jet Products, In: 
Becker-Heckman Co 

tikol Refiners Co 

torgefeldt {‘orporation 
Bowman Technical 
Box “W., 2010'’ 

Box ‘R., 2037’’ 

Box “Z., 2038" 
Bradley University 
Braunfeld, Harry 
Bridal Ringe Co., Ine 
Hotel 
Docherty & 


fates. € 


(;e0 


Ss hool 


Brighton 


Kudiong Armatrone. It 


Caplan, Allan 
(‘arl-Art, Ine 
(‘aatieton China Ins 
(‘atamore Co 
(‘harm Craft Corp 
Church & Co 
Circle Jewelry 
(Clebar Watch Agency 
Cobb, W. R., Co 

(oehlier, Henry, Co., In 
Seal & Crest Co 
(‘Colmes & Brill, Ine 
(‘ooper Jos. B & Sons. Ine 
Cooper's Watch Repair Co 


Products 


(‘ollewe 


Copeland & Thompson, In 

(‘orcoran, D. Stanley. In 

John J., & Co 

Watch Co., In: 2k 
Watch Co 


(Courtney 
(‘roton 


(’rysiet 


D 


Watch Band Co 

David, B., Co 

DeBeers Consolidated Mines, Ltd 6 
Dvuraffourg, Max 


Tate 


fjem C'o 


E 
tecker, Will, & Co 
Knicar Wateh Corp 
Kureka Mfg. Co 

rs 


Fantasy of Jewels 


Faussett, Thomaa J 


Fay re Leuba W atenh & ‘ ‘hronome ter 
(0 lr 


Feature Ring (Co 
FPelsenfeld, Jack J 
Fisher, J. M., & Co 
Fiex-Let Corporation 
Fondeville & Co Irie 
FPoratner, In 
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Ahad I, Zoecluerom 


ON DOING WHAT COMES NATURALLY 


Wendell B. Barnes, Administrator of the Small Busi- 
ness Administration told us a story in Washington last 
month which we are adding to our collection of material 
for use against the parasites of our industry. We do not 
anticipate that our continuing campaign in this direction 
will convert all the sinners in the trade nor even sustain 
the moral fibre of all our good members, But we do hope 
to plant seeds of doubt on the long range profitableness 
of dubious business practices. We are aiming to appeal 
to the common sense of the occasional potential convert, 
and to give strength to an honest merchant who might 
otherwise be tempted to succumb to the lure of an easy 
buck. We do recognize of course that there are some 
incorrigibles among every group who just can’t seem to 
help themselves to something better no matter how much 
others may try to help them—or how much they recog- 
nize the fallacy of their own ways. 

Which brings us to Wendell Barnes’ story: 

It is the story of a scorpion who, going down the path, 
came to a river, and when he saw he could not cross, 
looked around and saw a turtle about to do so. 

He called to him and said, “How about a ride across 
the river?” The turtle, looking around and seeing who 
it was said, “I don’t know; | wouldn’t trust you. I am 
sure you would sting me while in the river and we would 
both sink to the bottom. 

The scorpion said, “Oh no, | wouldn’t do that. Please 
help me get across.” The turtle with much misgiving 
said, “All right, I'll give you a ride.”” When they had 
got about two-thirds of the way across the river, the poor 
old turtle felt a piercing pain, and knew that the scorpion 
had stung him. And down they went. 

The turtle said, “Why in the world did you do that? 
That was a terrible thing to do. Now we are both going 
to drown,” 

The scorpion replied, “I don’t know. /t must be just 
my nature.” 

They say you can't control nature. So, we can never 
hope to completely eliminate the destructive activities 
of those within our industry who are looking for an 
unearned buck. 

But there is a law of nature which is very powerful— 
the law of sel{-preservation. It favors the decent. 

We remember a line in the book “Hands Up,” a 
biography of the famous U. 8, Marshall, “Wild Bill” 
Hickock, wherein he said that he could always beat an 
outlaw to the draw because he had a split second ad- 
vantage provided by his knowledge that he was on the 
side of the right. This, while his opponent knew he was 
in the wrong, 

There are times when it looks bad for the “goodys” 
in any situation, but the law of self-preservation and the 
plus-strength of those in the right, make their winning 
an odds-on favorite. 

Theory? Yes. One that is being proved in the field 
of economic combat right now. 
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Witness a note we received from one of America’s 
most successful jewelers (and he’s practical and realistic 
enough to operate over 10 retail stores). 

He writes: “We have more and more evidence that 
the ‘fast buck’ boys in our industry are finding it tougher 
going. Their days are numbered. Even they are beginning 
to realize that they must either change their ways or 
change their business.” 


NATIONAL GIFT DAY 


Elsewhere in this month’s issue is an article wherein 
the figures emphasize the fact that the gift business 
generated by weddings is more than a seasonal business. 


Now, along comes J. M. Baskin, who writes the weekly 
Jim Baskin Men’s Wear Columns for the Chicago Tribune 
with a talk before the Illinois Federation of Retail 
Associations on April 18 in which he emphasizes the 
year-round character of the entire gift market. 

Baskin said, “The advertising, promotion and dis- 
plays of many retailers would indicate that gift buying 
represents a total of only 65 days of consumer interest 
each year; 30 days before Christmas, 10 each before 
Mother’s and Father’s Days and 15 for graduations, 
weddings, etc. The fact is that a sizable segment of the 
population is in the market for gifts 365 days a year— 
and a very large percentage have difficulty deciding 
what to get and how much to spend. 

“Are retailers performing their maximum service to 
the public—and to themselves” asked Baskin, “when 
they shut their eyes to this situation?” 

Now if this is acceptable counsel for retailers in 
general, how much more pointed it is for the jeweler, 
whose shop is the gift store of the community.—How 
much more significant, profitwise, for the jeweler, who 
attributes 40 per cent of his business (the median figure) 
to purchases connected with one gift-giving occasion 
alone—-weddings. 

Here then is a logical place to concentrate on increas- 
ing your general gift business in every one of the 12 
months of the year. And now is the time for it, when the 
momentum of your present seasonal enthusiasm for the 
wedding market is at its height. 

Don’t drop a good thing when you have it rolling. 
The year-round need for wedding gifts points up the 
opportunity to make every day in your store, National 
Gift Day. 


Tue JeweLers’ CrrecuLAR-KEYSTONE 























makes you best man- 


in the wedding 


sift business 


,..and full-color, full-page advertising in LIFE 
sends out the invitations to YOUR customers! 


very new sales report proves that FLAIR in 


l647 Rogers Bros. is far and away the most 








popular pattern in silverplate es pee ially with 

YOUN people! 
And right now, at the peak of your wedding 

gift sales opportunities. FLAIR in 1647 Rogers 

Bros. is featured in big advertising addressed to 

all bridal gilt prospects through LIFE. magazine, Oe 
No time to lose in getting your FLAIR sets for 

brides out where all the LIFE readers can see the 

actual silverware in all its beauty. And — be sure 

to contact your 1847 Rogers Bros. Representative 


for promotion tie-in materials, 


1847 ROGERS BROS. 


America's Finest Silverplate 


Made Only by The International Silver Company, Meriden, Conn 





Big, money-saving 
‘“Coming-Out” Offer 


This Drawer Full 
of 19 Extra Pieces 


OO 


Open stock price 
of these 19 pieces 
is $27.00 


with the purchase of this 


S2-Piece Service 
at the regular price 


Dealers Note! This is a “Once-in-a-Blue- 
Moon” offer that you can promote to the limut. 
New “Lilac Time” is young modern at its best 
. bold sweeping lines with a tasteful Lila 
motul tor the romantic touch, 
lo introduce this new pattern you can feature 
71 pieces for just $1.00 more than the regular 
O2-plece st! The extra 19 pieces are in the 
drawer of a beautiful chest, with choice of blond 
or mahogany finish. 
The offer is good also for the service for 12 


| 
27 extra pieces for $1.00! He sure to feature 


> oF 


this rare bargain offer. Display material is now 


—~ >* 
i d 


available. 


"Trademarks * copy right i? a). 
Cineide Lad., Oneida, N.Y 


Extra Attraction! 
Lilac Time Butter Serving Set. 
at special introductory price of 
s Regular $6.00 vaiuel 


(Pive Ped. tax on diah i ull protit low! 
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Retail 


Aiso available: 
J6 piece service for 1? 
$99.75 Retail 
with 27 extra pieces for only $1 





Crested in the Design Studios of Oneids Lid Siversmithe 


; 








' 


t- 


Valve-Packed 
tilec Time Chest 
with 52-Piece 
service for 6! 


8 Knives 

B Forks 

8 Teaspoons 
8 Coffee Sp: 
8 Salad Forks 
R S< v0 2p 

| Teble ‘ p 

| Sugar Spoor 

| Butter Ka 

1 Pierced Serving 


Spoon 


Pius! Drawer Full 
of 19 more pieces 
fer only $1.001 


B extra Teaspoons |! 
8 Butter Spreaders | 
| Grovy Ledle | 

| Cold Meat Fork! 


Jesser!t Ser ver 


\ 71 Pieces in off! 











